








— oe fierecne —— 


NEER SPECIALIZED PUBLICATION FOR CONFECTIONERY MANUFACTURERS 








‘ 
we 
; rege fs 
: : 
r 
3 
*, he f e 
et 
SS 
aK 
i 
- ; 
4 
¥ a 


















"Now fo | 
What do ate £25,000 












PARAMOUNT 


A PRODUCT OF 


OQURKEE FAMOUS FOODS 


ONE OF AMERICA’S GREAT FOOD INSTITUTIONS 


00 question- 
oners use™ PARAMOUNT for?” 


centers and keeps the product salable. 
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Hundreds of confectioners have dis- 

covered you can’t beat Paramount for of « 

bon bon or cocoa coatings. They all 

agree, Paramount rea/ly protects the 








to serve YOU better 


is born 


Burrell Plasticoat Cooling 
Tunnel Belt or Plaque 





Currell installation, above, features a glazed cooling tunnel! belt (dark) 
and a 90° endless turntable belt (light). 


12 BURRELL STARS 





This is the belt that the Burrell Belting Co. research engineers have 


spent the past five years developing. 


THE RESULT: 4 single texture plasticoat heavy duty belt or 


plaque for faster cooling, brighter bottoms, and longer wear. 


A very thin plasticoat plaque for mirror finish bottoms coupled with 
a tough, long wearing coating. 
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Be ~§. Plasticoat Cooling Tunnel Belting 

end Plaques—Single Texture, 
Heavy Duty or Very Thin Thin- 
tex Plaques 


% Crack-less Glazed Enrober Belting 


% White Glazed Enrober Belting Double 
Texture—Single Texture; Double 
Coated; Thin-tex 


* Caramel Cutter Boards and Belts 


% Bottomer Belts (Endless—Treated 
and Untreated) 


*% Feed Belts (Endless—Treated and 
Untreated) 


*% Packing Table Belting (Treated and 
Untreated) 


* Innerwovern Conveyor belting 
* Batch Roller Belts (Patented) 
* Wire Belting 

* Vee Belts 


*% Hose (Air; Water; Steam; Oil; 
Creamery) 





Modern, new plant and offices of Burrell Belting 
Co. are located at 7501 N. St. Louis Ave., Chi- 


A NEW PLANT = Skies 


with 37 years experience 





Famous for 37 years of high quality belting and low cost 
service, Burrell Belting Co. is moving during April into 
the modern new plant and offices shown above fo serve 
you better still. 

Our spacious new plant is located at 750! N. St. Louis 
Ave., in Chicago. It has 25,000 sq. ft. of floor space. Its 
up-to-the-minute facilities . . . and Burrell's 37 years 
of experience and continuous scientific engineering . . . 


“BUY PERFORMANCE" 


will provide you with the utmost in service and the latest 
in belting achievements. 

You are cordially invited to visit us in our new plant at 
7501 N. St. Louis Ave., Chicago. Our engineers will be 
glad to help you with any belting problems you may 
have. Or . . . if you wish . . . write, call, or wire for 
recommendations how Burrell's better belting can 
maximize your production efficiency. 


If It's Belting, We Have It 





BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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FOR THE FLAVQMAPPEAL.OF 


Ou R Flavor Laboratories 


offer what many candy 





manufacturers consider 
the most satisfactory 
flavor of this type 

ever introduced 

for the confectioner. 
FRITZBRO AROME BANANA IMITATION 
which is composed of 
natural fruit extractives 
and fortifiers, 

and our economical 
EKOMO BANANA IMITATION 
are widely used 

for cream center flavoring 


and starch-cast marshmallows. 


Samples, of course, if Fr hs CH t Est. 1871 
you're interest ff : GJ, ; 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 





BRANCH OFFICES and *STOCKS: Atlanta, Ga., * Boston, Mass., *Chicago, tl., Ciw 
cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich., *Los Angeles, Calif., Philadelphia, 
Pa., San Francisco, €alif., *St. Louis, Mo., *Toronto, Canada and *Mexico, D. F. 
FACTORY: Clifton, N. |. - 


Qa 
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COVER: "The package says it's for you,” is Maillard's apt description for its new 
“Autogram" package of assorted chocolates. Design incorporates a gold foil label 
on cover on which customers may write personal message with ordinary pencil. 
Message becomes permanently engraved as a remembrance. Pound box is $1.50. 








Pioneer Specialized Publication for Confec- 
tionery Manufacturers Plant Management, 
Production Methods, Materials, Equip- 
ment, Purchasing, Sales, Merchandising. 








Published Monthly on the 5th by The Manuf ay Be fectioner Publishing Company, pub- 
lishers of The Manufacturing ctioner—The Blue k—The Candy Buyers’ Directo: andy 
Merchandising. Executive Offices: 9 South Clinton Street, Chicago 6, Illinois. Telephone 
FRanklin 2-6369. Eastern offices: 303 West 42nd Street, New York ity 18, N. Y., Telephone 
Circle 6-6456. Publication Office: Pontiac, Illinois. Copyright, 1949, Prudence W. Alilured. 
All rights reserved. Subscription price: One Year, $3.00. Two Years, $5.00. Per Copy, 35c, except 
September "Purchasing Executives Issue" $2.00. In ordering change of address, give both 
old and new address. Entered as Second Class Matter, Apri! 20, 1939, at the Post office at 
Pontiac, Illinois, under the Act of March 3, 1879. Member: National Confectioners’ Ass'n, 
Western Confectionery Salesman's Assn, National Candy Wholesalers Ass'n, Audit Bureau of 
Circulations, National Conference of Business Paper Editors. Foreign Subscriptions: One Year, 
$4.00. Two years, $7.00. Canadian Subscriptions: same as U. S 























Too many products that are made of 
the finest and purest ingredients stiil suffer 





from flavor anemia. Yes, they are dull, 
‘Re listless, their sales go limping along because of 

* \ ay flavor deficiency. Too bad! They could have 
via a ae been best sellers, they have everything in 
their favor except FLAVOR. That’s when 

an emergency call should be put in to D&O 
because D&O flavor chemists and the D&O 

research laboratories have evolved a most 



















comprehensive range of natural and synthetic 
flavors to meet the exacting needs, specifications 
and price requirements of the Candy Industry. 
150 years of practical, progressive and 
successful experience qualify D&O to be 

your Flavor Doctor —your Flavor Specialist. 
Consult D&O about your flavor problems. 





WAOR DODGE & OLCOTT INC. 


180 Varick Street - New York 14, N. Y. 
ATLANTA + BOSTON + CHICAGO - CINCINNATI + DALLAS - LOS ANGELES - PHILADELPHIA + ST. LOUIS +» SAN FRANCISCO 
ESSENTIAL OILS » AROMATIC CHEMICALS « PERFUME BASES « VANILLA « FLAVOR BASES 
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Latémé (WAIN TYPE PLASTIC MACHINE 


1) —High speed plastic machine with capacity rated up to 1,000 Ibs. per hour depending on 
size of candy. 


2) —The chain is constructed with extra large pins which are hardened and ground and work 
within a hardened and ground bushing, thus eliminating all wear on the die links. ; 


3) —Single and assorted die chains are available. Chains are also made for special dies to 
accommodate the need of individual requirements. 


—The machine is completely equipped with large ball bearings and designed to withstand 
continuous use. The transmission is equipped with a variable speed which is controlled by 
the operator in front of the sizer. 


S) —For use in conjunction with the plastic machine, an electrically heated three groove sizer 
with interchangeable rings is used. The sizer is equipped with a variable speed transmission 
with controls conveniently located so as to enable the operator to synchronize the speed of 
the sizer to that of the plastic machine. 





CHOCOLATE SPRAYING CO., Inc. 


Representative 


JOHN SHEFFMAN 


152 W. 42nd S# New VYark 12 WN VY 
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FORM 6 — STYLER 







Twin Puller. Electric mo- 


6 


tor drive only. Can pull 







two batches (and two 
colors) at the same time. 
Capacity 15 Ibs. to 100 


Ibs. on each side. Total 


THE EFFICIENT CANDY PULLER ae 


LONG LIFE... | 
LOW UPKEEP 


upto 200 Ibs. per pulling. 


PULLS DOWN YOUR PULLING COSTS 
PULLS You THROUGH T0 PROFITS 


> (me 


3 
‘ 


ALSO AVAILABLE 


FORM 5—STYLE A 
Capacity — 75 to 300 Ibs. 





FORM 0 
Capacity — 5 to 10 lbs. 
/ 
Ready Now! 
IMMEDIATE DELIVERY 
FROM STOCK 
FORM 3—STYLE D Full Details and Quotations FORM 1 — STYLE B 
Factory type. Available in motor and Await Your Inquiry Display model for stores, re- 
belt driven models. Capacity 50 to WRITE TODAY OR WIRE COLLECT saber tin i 
100 Ibs. per pullin -- > + lla »% 
Pan Poe 25 lbs. 
Hildreth Pullers Scientifically de- 
FINEST QUALITY RESULTS make the candy CORRECTLY ENGINEERED signed and mechani- 
lighter, whiter and fluffier than any other Puller on the market. cally correct. Hildreth Pullers are time tested and are now at 
Pulls more air into the candy and expands it into larger bulk the pinnacle of perfection. Given the proper care and lubrica- 
for the same weight. tion, they assure continuous top-grade service. 


5 A NIT A RY Easy to keep clean. maproren gage sae 
ple and fast. Platform covered with stainless All gears machine 
Steel. Parts readily accessible for cleaning. STURDY CONSTRUCTION nag we are 


bronze bushed. Parts are interchangeable. New replacements 
ECON OMI C AL Economical operation and production can be made quickly and at minimum expense . . . an important 
result in lowest unit costs. A Hildreth low-cost upkeep factor. Standard make motors directly con- 

Puller will save you 1000% a year over hand labor. nected with machine and equipped with silent chain drives. 


| POWERFUL Powerful motors and modern efficient 
drives guarantee against time loss and 


breakdown expense. 


HILORETH PULLING MACHINE CO. ew yore 12 Xt. 
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Want your candies to taste better? 
It’s easy when you make them with 
KRIST-O-KLEER. For it guards the 
fresh goodness that’s in your sweets— 
keeps the flavor from drying out. 





Want your candies to look better? \ 
Use KRIST-O-KLEER! It holds the 
moisture! Makes candies tender, smooth, bs 
appetizing. 






Want your candies to keep better? 
Again, the secret’s KRIST-O-KLEER! 
For it retains moisture during exposure 
to air and low humidity. Helps keep 
candies fresh until they’re consumed. 





Remember — for better candy-making, 
better order now — from National’s 
full line of KRIST-O-KLEER invert 
and partial invert sugars. 


KRIST-O-KLEFR | 
PT creme mevent sesAs 


THE NATIONAL | 
SUGAR REFINING CO. 


New York, N. Y. and Philadelphia, Pa, 
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A Digest of 


TECHNICAL LITERATURE 


World-wide developmgpts and research in con- 
fectionery and food proc@§%ing techniques are noted 
for confectionery manufacturers. 














Candied Fruits 


C. Trevor Williams, Food Manufacture, Vol. 14, No. 
10 (1949)—(British publication)—The most popular 
varieties of candied fruits are named and the various 


steps of processing, preparation of the fruits and peels, - 


brining operation, syruping process, and glazing the 
fruit, are dealt with technically. The article also ex- 
plains the special processing of such fruits as _pine- 
apple, greengages, pears, apricots, and cherries. The 
process of crystallising fruits is also explained. : 





Cocoa Bean World Export-Import 1948 
Gordian, Vol. 49. No. 1171 (1949)—This is the be- 


ginning of a cocoa statistical article which examines ihe 
position of the world cocoa market. The principal trans- 
actions on the world market are discussed in sections on 
world export of cocoa beans, world import of cocoa 
beans, prospect on the world crop and world consump- 
tion development. Gordian states that they do not pre- 
tend to be complete on their first comprehensive cocoa 
statistical survey after World War II. Too many impor- 
tant sources are still unavailable in order to already 
reach a decisive result in every way, it is stated. A sur- 
vey is printed with this beginning article concerning 
the cocoa bean exports from the producing countries 
in 1948, with parallel exports dated back to 1915. This 
is a German publication. 





Calories Make a Difference 


Pauline Beery Mack, Ph. D., in cooperation with the 
Department of Health Commonwealth of Pennsylvania. 
This is a study in nutrition that gives a detailed pic- 
children, as recently completed studies by research 
ture of the importance of calories in the development of 
workers at the Ellen H. Richards Institute, School of 
Chemistry and Physics, and the Pennsylvania State Col- 
lege indicated. This article is a concise summary of ob- 
servations made upon three groups of institutional chil- 
dren over a two-year period. The full report, containing 
complete details of the examinations and measurements, 
is being issued as a monograph of the Society for Re- 
search in Child Development, which will be available 
to physicians, nutritionists, and others with a special in- 
terest in the subject. This summary by Dr. Pauline Beery 
Mack is also available from the Sugar Research Founda- 
tion, Inc., 52 Wall Street, New York 5, N. Y. 


Candelilla Wax: Its n-Paraffins 


H. A. Schuette and Joseph G. Baldwin, Journal of the 
American Oil Chemists Society, Vo., 26, No. 11 (1949) 
—dA simple rapid adsorption method for the isolation of 
candelilla paraffins is described in this article. Use of the 
method as a quantitative procedure yielded 52.2 per cent 
of paraffins, the authors state. “X-ray and other physical 
data indicate that the principal candelilla paraffin was 
the C;; compound,” they report. “The Cop and C3; homo- 


(Please turn to page 14) 
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Flavor is the thing that makes your product stand 
out from others. And Exchange Oil of Orange Oo RA hy G E 


has the flavor...that distinctive and preferred tr 


taste unique to oranges grown in the sunny, 


. . Distributed in the United States exclusively b 
s ; yoy 
heltered valleys of California DODGE & OLCOTT, INC. 


- 180 Varick Street, New York 14, N. Y. 
Try Exchange Oil of Orange for yourself. sec IRIS a 
FRITZSCHE BROTHERS, INC. 


Give it all your tests for quality, uniformity and 76 Ninth Avenue, New York 11, N. Y. 


Wd . ’ se! Distributors for: 
strength. You'll like it...and you'll buy it! casspbatien vanes enewmens encuanes 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 
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Union Corn Syrup 
Unmixed 


I 


UNION CORN SYRUP UNMIXED is dependable 
and adaptable to your formulae. 
Sales service and technical assistance are 


available without obligation. 


UNION SALES CORPORATION 
Distributor for 


UNION STARCH & REFINING COMPANY 


Columbus, Indiana 


Serving the Confectionery Industry since 1903 
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All over the country Walter Baker salesmen and 
chocolate consultants are ready to go to work ... 
and really help you! Harry Thomas, in Boston, says: 


Hewes the secret ingudiont bad mukes 


* 


We HhOO 


“Quality chocolate coatings make the 
big difference in fine candies,” affirms 
Harry Thomas. And Harry ought to know! 
He’s handled chocolate products for 30 
years, Over half of them with the Walter 
Baker people. 

“Tastes vary, of course,” Harry agrees. 
“But regardless of flavor . . . or bouquet 

.. or color... you can be sure there’s a 
Walter Baker chocolate coating to meet 


WALTER BAKER 
CHOCOLATE 
CONSULTANT 


le cantly dy 


byppt 





every candy need. And each one possesses 
quality in abundance.” 

You don’t have to wait long for Harry 
(or any of his fellow Walter Baker repre- 
sentatives) to get down to facts. He can 
recommend the right coating or liquor 
for your particular candy . . . from among 
the 30-odd high-grade chocolate products 
made by Walter Baker especially for the 
confectionery industry. 


Some of these are: 


PRINCESS Vanilla Coating 
Excellent bouquet; medium dark color 
. a fondant type coating for heavy 


enrobing and hand-dipping” 


BOURNEDALE Milk Coating 
Rich velvety texture; high milk content 
. one of the finest milk coatings on 
the market” 


DETROIT Vanilla Coating 
Finely milled; medium dark color 
. has a distinct chocolate character 
and high bouquet” 


EAGLE Liquor 
Medium color 
**. .. not a liquor in the field to match it” 


Products of General Foods 





WALTER BA 


Walter Baker Chocolate and Cocoa Division of 
General Foods Corporation, Dorchester 24, Mass. 


for March, 1930 











The First Name in Chocolate .. . 
The Last Word in Service 


R’S CHOCOLATE 
COATINGS 


Sales offices in Chicago, Cleveland, Los Angeles, New York, 
Philadelphia. Brokers in all principal cities. 
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Se TATE pauorcle caudtes 
are ALMOND cauad¢es 





Every one alike. .« 


because they’re 
California’s finest... 


BLUE DIAMOND ALMONDS 


“Jordan Almonds,” with their thin, thin sugar 
jackets in pastel shades, are an ever-popular con- 
fection, and Banner Candy has made them for 
more than 30 years. To get perfect uniformity of 
product, Banner uses “Blue Diamond” Jordanolo 
and Neplus almonds, precision-sorted by photo- 
electric eye here at the world’s largest almond 
“factory.” 


Banner's 1% and 8-ounce packs of “Jordan 
Almonds,” distributed nationally, are reported to 
be fast-moving items for grocers and for the 
theatre trade. Almond candies generally are. 
Especially when the almonds 
are California's finest 


BLUE DIAMONDS. 












WRITE FOR YOUR FREE COPY 
As a service to the candy in- 
dustry, the Exchange offers 
this illustrated booklet eon- 
taining 22 useful formulas ‘s 
for popular almond candies: 
Write for your free copy today. 


“ALMONDS 


CALIFORNIA ALMOND 
GROWERS EXCHANGE 


SACRAMENTO, CALIFORNIA 
Sales Offices: Chicago and New York 
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A Digest of 


TECHNICAL LITERATURE 


World-wide developments and research in con- 
fectionery and food processing techniques are noted 
for confectionery manufacturers. 








(Continued from page 10) 


logues were also found to be present, Czy being reported 
for the first time. The presence of ke dae s could not be 
established.” 


Chocolate Mixer 

Official Gazette, U. S. Patent Office, September 27, 
1949. Fred Gregor, Brooklyn, \. Y., assignor of one half 
to Norman Roth, Forest Hills, \. ¥. Granted Patent No. 
2,483,275, as follows: 

“1. An apparatus of the class described comprising a 
water jacketed container, a water heater in spaced re- 
lation to said container, means including a pump pro- 
viding a forced circulation of water through the water 
heater and downwardly through the water jacket of said 
tank, and automatic control means exposed to the water 
in the jacket of said tank for controlling heating of the 
water in said water heater and for automatically actuat- 
ing said water circulating means.” 


Chocolate Products 


Official Gazette, U. S. Patent Office, September 6, 
1949. Norman W. Kempf, Auburndale, Mass., and Har- 
old H. Hoben, River Forest, Ill., assignor by mesne 
arrangements of 50 per cent to General Foods Corp., 
New York, N. Y. Granted Patent No. 2,480,935, as 
follows: 


“1. In a process of making solidified sweetened choe- 
olate which is nonsticky at temperatures above the melt- 
ing point of cocoa butter from a hot plastic chocolate 
mix including a crystallizable sugar, the steps of form- 
ing the plastic mix into the desired shape, then apply- 
ing moisture to the surface of the mix while still in a 
hot plastic state to cause some of the sugar in the mix to 
dissolve in the moisture and form a sugar syrup film on 
the surface, and then drying the film and cooling to so- 
lidify the mix with a thin skin of crystalline sugar 
bonded to its surface. 


Glassine and Greaseproof, The Wonder Papers 
For Protective Packaging 


Published by the Glassine and Greaseproof Manujac- 
turers Ass'n. Protective packaging is explained and the 
materials used in protective packaging are dealt with. A 
list of principal applications lists the requirements of con- 
fectionery as to the moisture control, grease resistance, 
and other functions required of protective packaging. 
Booklet is distributed by the Glassine and Greaseproof 
Manufacturers Ass’n 122 42nd Street, New York 17, 
New York. 


Research in Review 


The Sugar Research Foundation, Inc., Sixth Report 
1949.—This handbook is a report of research completed 
and in process of being completed, released by the Re- 
search Foundation, Inc., 52 Wall Street, New York 5, 
New York. 
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PRODUCTION 


ON A GREER COATER 


O the confectioner with an eye for quality as well as 
quantity production, there is no finer Coater than 
the new 16” GREER. Featuring easy operating, easy 
cleaning and quick change-over, it has been designed 
to be completely sanitary, being recognized as meeting 
the requirements of leading health authorities as well 
as the Department of Health of New York City. 
For the small manufacturer’s special product line or 
for replacing obsolete and unsanitary models, this new 


GREER 16” Coater is the answer to a need. It permits 
narrow belt efficiency with fractional degree temper- 
ature control over a wide range of belt speeds of from 
three to nine feet per minute. 

Providing handmade quality at machine-made cost, 
it is the most advanced equipment available to the 
industry. 

Write, wire or telephone for complete informa- 
tion on the NEW GREER 16” COATER. 


J. W.GREER COMPANY GREER / 
130 WINDSOR STREET, CAMBRIDGE 39, MASSACHUSETTS 


for March, 1950 
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Bring Out the 
“TRUE FLAVOR 


Dutch Se 
COCOA and CHOCOLATE 


Hh BR, CARBONATE 


To bring out all the flavorful qual- 
ity in your Dutch Process Cocoa 
and Chocolate .. . put in SOLVAY 
POTASSIUM CARBONATE. When you 
neutralize your cocoa and choco- 


| 4 ie 4 late with this laboratory-controlled 


* neutralizing agent, you get uni- 
ae Sy 


form results every time. Specify 
Available in the following forms: CARBONATE, 


- SOLVAY POTASSIUM 
Dustless Calcined 99%-100% 
Hydrated 83%-85% 
Liquid 47% 


SOLVAY SALES DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N. Y. 
BRANCH SALES OFFICES 


Boston * Charlowe * Chicago * Cincinnati * Cleveland * Detroit * Houston 
New Orleans * New York © Philadelphia * Picsburgh © St. Louis * Syracuse 




















Subscribe to 
THE MANUFACTURING CONFECTIONER 


* Feature Articles * Candy Equipment Preview * Candy 
Packaging * Technical Literature Digest * Candy Clinic 
* Manufacturing Retailer * Book Reviews * Many Other 
Help Studies 

U.S. and Canada Subscriptions: $5 for 2 years, $3 

a year. Other Countries: $7 for 2 years, $4 a year. 


9 South Clinton — CHICAGO 6 
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LETTERS 


White Spots on Sugar Waters 

I have read your “Letters to the 
Editor” pages for quite some time, 
and of other manufacturers’ prob- 
lems. Those pages have been help- 
ful to us. 

We have a problem too: white 
spots on our sugar wafers. After a 
while, for some unknown reason to 
us, our sugar wafers acquire these 
white spots. We've tried soft boiling 
(234 F.), but they are too soft and 
stick together. So we raised it 2 de- 
grees and the wafers are nice and 
shiny—but in come the white spots. 





Here is our present formula: 
9 lbs. sugar 
3 pints water 
Boil to 236 F., set off fire, then 
add 6 lbs. XXXX sugar. Stir well, 
flavor, color, and cast quickly (as 
the batch becomes thick). 
We will be grateful for whatever 
help you may give us. 
—Connecticut 
REPLY: You are getting “grain.” 
We would suggest that you try the 
following formula and see if im- 
proved results occur: 


8 lbs. granulated sugar 

3 pints water (might also try 
2 pints) 

2 lbs. corn syrup 

Place ingredients in kettle and 
cook to 240 F. Remove from fire. 
Add 5 to 6 lbs. of confectioners’ 
sugar, either the XXXX or the 
XXXXXX, and stir to make a paste 
of desired stiffness. Add color and 
flavor, preferably mixed with the 
sugar. Cast. 

The above may need a little ad- 
justing as to the water, as mentioned, 
or as to the corn syrup. You need 
just enough doctor (either corn syr- 
up, invert sugar, or cream of tartar) 
to prevent too rapid “graining,” 
which causes the unsightly white 
spots. A long cook with lots of water 
also functions as a “doctor.” Per- 
haps, you have some way or other 
changed your method of making this 
item which has resulted so badly. 
Try the above and let us hear from 
you. 





Candy Pellets 


We are interested in manufacturing 
a product called “Nonpareils”. We 
would appreciate information as to 
how the small candy pellets are ap- 
plied to the chocolate, but more par- 


(Please turn to page 20) 
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2 Distributors for: 
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Be Met With Obsolete Equipment | 


TIME-TESTED 


ALL-NEW ALL-STEEL HEAVY-DUTY 
NATIONAL MOGUL MODEL M-100 


Precision built to the highest engineering standards. Oper- 
ates at higher speeds, smoothly and with better quality 
moulding. Harmonic motion travel control device operating 
.. in oil, insures trays against jolting starts or sudden stops... 
by keeps molds perfectly intact and eliminates scrap. Central 
we pees station maintains proper lubrication. Newly de- 
signed “Thoroclean” Sieve is constructed of removable, 
brush-faced sections. Removal quickly accomplished with- 
out tools. Entire M-100 Mogul is as fine a machine as fifty 
years of experienced engineering can make it! 


Tew. SINRETONE HYDRO-SEAL* 


SILVRETONE—A new sanitary metal ... gleams like BAR 


silver. Harder, longer lasting and stronger, lighter in 
weight, outwears bronze. 


Accepted by the New York City va ee: 
of Health as being of sanitary con 


Hydro-Seal patented grooved pistons are the ONLY 

method of securing continuous lubrication. National 

Equipment’s groove-type pistons are self-sealing, con- 

tinuously water-lubricated, eliminate soaking, leaks 

and repairs. The new patented cut-off bar is made 

with rounded corners in grooves as a sanitary fea- 

ture. Now .. . even the heaviest centers such as 

_- Nougat, coconut cream and caramel can be de- 
posited with pin-point accuracy! 

~— All sizes available. “Patented 





Vlew NATIONAL AUTOMATIC 
CHERRY DROPPER 


Sanitary! Labor Saving! 
High Production! 


VWlew NATIONAL 
HEAVY-DUTY D-100 DEPOSITOR 





Newly constructed with extra heavy steel frames 


Today’s Competitive Requirements Cannot 








and streamlined enclosure with large doors for 
easy access to all operating parts. Newly de- 
signed mechanism permits all adjustments for 
tray, skip and Pump Bar, while Depositor is 
operating. Adjustments are made by hand-wheels. 
Indicator plates are provided and are visible 
while making adjustments. Depositor is equipped 
with a new motor drive with variable speed ar- 
rangement which allows for finest adjustments 
for tray travel. Hopper is of all stainless steel 
with rounded corners and no seams. Vibration- 
less performance prevents any disturbance to 
starch mold impressions. 
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Highly efficient, economical machine—does the work of 
20 people! Automatically and precisely drops cherries or 
nuts in starch. Operates at regulated speeds in con- 
junction with Mogul and/or separate Depositor. Pro- 
duces high class, accurate work. Sturdily built to stand 
up under continuous operation. 
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_ © MINIMIZE MAINTENANCE COSTS e INCREASE PRODUCTION 


PROVEN DEPENDABILITY 


ConeuEe us ABOUT YOUR PROBLEMS 
Nati s are ready to give you 
ON- THE-SPOT technical consultation and 
engineering details to meet your individual 
requirements. 


Immediate Deliveries 
*- 
FULL DETAILS AND QUOTATIONS 
AWAIT YOUR INQUIRY 
e 


WRITE TODAY OR WIRE COLLECT 










New NATIONAL HIGH SPEED 
HI-GLOSS CONTINUOUS 
HARD CANDY 


VACUUM COOKER 


600 to 2500 Ibs. hourly production of the 
finest, clearest, driest and glossiest quality 
hard candy. 

Wide range in speed drive of syrup pump 

rmits a wide range in production. Extra 
Oe coil cooking area assures the use of a 
lower steam pressure. This results in hard 
candy with a smoother texture. Steam evac- 
tor is powerful and quick-acting. Removes 
vapor and air immediately after vacuum 
chamber is closed. Sanitary syrup pump can 
be easily taken apart. Driven by a splash- 
proof motor. New scientific design cuts 
steam usage to a fraction. 












NATIONAL 
ing the Ane now York at Department of Health AS CHOCOLATE MELTER 
BEING OF SANITARY CONSTRUCTION. Sanitary! 
e © Easy and immediate accessibility for cleaning. Improved Tempering! 
| “tk. @ Precision-built wire belt Shaker is adjustable during 

operation to the minutest graduation: MADE OF WELDED STEEL. 
° Se = oles for air flowing in at any Larger water jacket between 
é tee 4 ick di by ‘ ing walls, results in greater con- 
column scraper : i trol. Stirring paddies are of 
© Improved wire belt carrier rolls out as easily as a desk strong, lightweight metal, 
. io an porta does ae ee es ee equipped with self-adjusting 
_ Made in pacity tempering surface. 4 scrappers for greater temper- 
24-34, 42.48 @ Variable speed drive controls flow of ‘chocolate - ing efficiency. Complete paddle 

of various viscosities. ___ assembly quickly removable. 


Yew NATIONAL AUTOMATIC 
MULTIPLE TIER COOLER AND PACKER 


Newly perfected design. Rug- 
| Bed construction for steadier 
and smoother automatic con- 


tinuous processing in a lim- VWlew NATIONAL COOLER AND PACKER 





ited area. Utilizes overhead Hil Finest Quality—Highest Gloss—Maximum Production 
area and releases floor space National Equipment’s Tunnel has been accepted by the Board of 
for other purposes. Sanitary Health as being of sanitary construction and is accessible for easy 
construction and easy to clean. and complete cleaning. 





Tunnel is arranged so that the cold air is correctly distributed at 
proper velocity. Has the unique feature of individual 8 foot wide side 
sections which are hinged . . . give full access to tunnel interior. 


: EQUIPMENT CORPORATION 
EO 153-157 CROSBY STREET, NEW YORK 12, N.Y. 
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LETTERS 


(Continued from page 16) 





ticularly we are interested in infor- 
mation related to the manufacture 
of the small candy pellets themselves. 

—Toronto, Canada 

REPLY: ‘“Nonpareils” may be 
made if suitable equipment and ex- 
perience are available. The following 
information may help you in getting 
started on their manufacture. 

The “pearls” or “pearling” may be 
purchased in the United States from 
several firms. These are made in a 
cold pan. About five pounds of poppy 
seeds or flax seeds are placed in a 
revolving pan. The pan is equipped 
with a funnel, this having a very fine 
stem outlet which allows a very fine 
stream of syrup to flow over the seeds. 
The outlet from the stem of the 
funnel is about the size of the open- 
ing in a large darning needle. The hot 
syrup is placed in the funnel, the pan 
run at about 13 R.P.M. and the 
hands are moved through the seeds to 
agitate and mix them with the syrup. 
The operation is continued until the 
size desired is obtained, at which time 
the addition of syrup is stopped. 


The syrup used is a straight sugar 
syrup, sugar cooked with plenty of 
water to 226 F. 

The chocolate used as the base is 
of high sugar content. If a dark choc- 
olate is desired, melt up a dark sweet 
chocolate—about 82 to 85 F., run 
out in drops from a depositor onto 
a belt. Two hoppers are used to dis- 
tribute the pearls; one hopper is in 
front of the depositor and one be- 
hind the depositor. The seeds from 
the one hopper flow onto the belt 
before the chocolate drop is de- 
posited so that the under side of the 
chocolate is coated with pearls; the 
seeds from the other hopper flow 
onto the belt after the depositing 
operation so that the seeds fall on top 
of the chocolate drop. The chocolate 
being warm will hold these seeds. A 
cooling tunnel or cooling blast will 
chill the pieces. 

If a different chocolate is desired, 
a chocolate may be prepared by 
milling chocolate with powdered milk 
(whole) and powdered sugar on a 
ball beater equipped with hot or cold 
water to enable tempering of the 
mass and insure proper blending. A 
product of the color and sweetness de- 
sired may be obtained which will be 
distinctive by the above procedure. 

In the panning operation, you may 
find it advisable to “rib” the pan 


first before starting on panning the 
seeds. “Ribbing” is accomplished by 
pouring a fine stream of syrup acrosg) 
the pan in six or ten places, making! 
little ridges. These ridges help inj 


keeping the seeds in agitation duringy 
the syruping and panning. 7 


Technical Information Helpful 


! want to thank you very mue 
for the very nice reply given me by 
your organization to my letter re 
questing technical information on 
certain phases of candy making. | 
realize that it required some effort, 
to attempt to give me some of the im) 
formation desired, and the details 
given in your letter show consider) 
able effort was expended, for which 
| again thank you. 

I also want to take this oppor) 
tunity to say that the principal 
reason | prefer THE MANUFACTURING) 
CONFECTIONER to any candy jour) 
nal I have yet seen is the wealthy 
of practical formulas and techni’ 
cal articles it so often contains. News, 
etc., is important, but keep up thé 
technical and instructive articles 
as you have been doing. They give} 
your magazine the “punch” which 
others lack. 

—New York 








Model E Automatic 


Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience. 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equip- 
ment it is advisable to determine the exact age 
of such equipment. 


It is suggested that you obtain the serial number 
of any of our equipment under consideration and 
write to us, the original manufacturers, request- 
ing information as to its age and the availability 
of parts for repairs. 


We, as manufacturers of this equipment, will be 
glad to co-operate by supplying this information. 








There is no Substitute for Experience 


John Werner & Sons, Inc. 





713-729 Lake Ave. 


ROCHESTER 13, N. Y. 
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A VE LAA Ys: 


PLASTIC 
FOOD COLORS 


CAKE FORM 


(Manufactured under Patent No. 1388174) 








SELF-MEASURING 


Each 2 oz. ““cake” is scored, separating it into 16 
“squares.”’ These “squares” break off readily, en- 
abling accurate control of the color used in the 
batch. 


ELIMINATES ALL GUESSWORK 


The scored “squares’’ make it very easy to accu- HE ATIAS ane, PoaTeeTD vO 
rately figure the quantity required for any desired 
result. One “square” gives a desirable shade to 
a 35-lb. batch. 


r 
STRENGTH -BRILLIANCY- SOLUBILITY Ge, \. ¢ 
. cigate we 


Plastic Colors do not deteriorate. They are readily 
and fully soluble in hard candy, and retain their 
solubility almost indefinitely. Do not spot. 


ECONOMY-NO WASTE 


The use of Plastic Food Colors eliminates muss and 
dusting in preparing Pastes for use in hard can- 
dies. All waste of material and time is eliminated 
and everything, even the hands, are kept clean. 
It makes it easy to use the exact quantity required 
for any given shade. 


FIRST PRODUCERS OF CERTIFIED COLORS 


59 PARK PLACE, NEW YORK 7 11-13 EAST ILLINOIS STREET, CHICAGO 11 4735 DISTRICT BLVD, LOS ANGELES 11 
ANITA « BALTIMORE + BOSTON «+ CINCINNAT + CLEVELAND + DALLAS + DETROIT - HOUSION - INDIANAPOLIS + KANSAS 
Yr, MO ° MINNEAPOLIS ° NEW ORLEANS . >MAHA . PHILADELPHIA . PITTSBURGH st tous . SAN FRANCISCO 








WILD CHERRY IMITATION 


ade 


x 





Put this LEADER among flavors to work selling your line. 
Tangy and refreshing . . . 1535 Wild Cherry never fails to win instant and lasting 
friends the first time tasted . . . almost belies the word imitation. 


H. Kohnstamm’s famous flavor chemists have given to 1535 Wild Cherry not only a 


truly distinctive delightful taste but also real heat resistance to hold that flavor under 





high cooking temperatures. 


One Hundredth Anniversary Get acquainted with 1535 Wild Cherry or other Atlas heat-resistant imitation flavors 


(1500 Line): Raspberry, Grape, Pineapple, Strawberry, Orange, Banana, Apple, 
Pear, Lemon, Lime, Peach, Rum, Rum and Butter. Write, wire or phone a trial 


order today... 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRIGTAMEM ¢ COMPANY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST., CHICAGO 11 4735 DISTRICT BLVD., LOS ANGELES n 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI «= CLEVELAND + DALLAS + DETROIT » HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.+ MINNEAPOLIS » NEW ORLEANS + OMAHA © PHILADELPHIA + PITTSBURGH * ST. LOUIS » SAN FRANCISCO 
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CONFECTIONERY 
ANALYSIS and 


COMPOSITION 


By 
STROUD JORDAN, MS., Ph.D. 


and 
KATHERYN E. LANGWILL, M.S., Ph.D. 


$2.50 


The first two volumes of “Confectionery Studies” by Dr. Jordan, have acquainted the confectioner with everyday problems and with 
standards in effect at the date of publication. A practical and technical evaluation of chocolate products then followed entitled “Chocolate 
Evaluation”. These three boeks were willingly received by the industry as valuable additions to the technical literature available. 


This book, the fourth in the series, is being published by The Manufacturing Confectioner, Confectionery studies have been continued 
and this volume concerns itself, first with applicable data that cover the composition of basic raw materials as well as that of the finished 
confections in which they have been employed. 


In assembling this volume reference is made to applicable methods. Where satisfaétory methods of analysis are of general knowledge 
they are incorporated by reference. All specially developed methods and procedures are incorporated in detail. 


Where reconstruction of formulas from analytical data is considered, we are dealing with a relatively unexplored field. Many basic 
assumptions have been made before actual formula reconstruction has taken place. The second part of this volume is used te consider 
the several confection groupings into which most confection types generally fall and full discussion of each follows. See Chapter Headings 


helow. 


Moisture (Ch. 1) Colloidal Materials (Ch. 7) Sugar Cream (Fondant Ch. 13) 
Ash (Mineral Matter—Ch. 2) Nuts and Fruits (Ch. 8) Fudge (Ch. 14) 
Sugers (Ch. 3) Acids (Ch. 9) Caramels and Toffees (Ch. 15) 
Starches (Ch. 4) incidental Materials (Ch. 10) Mershmaliow (Herd & Soft Ch. 16) 
Proteins (Ch. 5) Reconstructed Formulas (Ch. 11) Nougat (Ch. 17) 
Fats (Ch. 6) Hard Candy (Ch. 12) Gums and Jellies (Ch. 18) 
Coated Candies (Ch. 19) Appendix 


BOOK SECTION 


The MANUFACTURING CONFECTIONER 





400 W. Madison St. Chicago 6, Ill. 
Book Section: 350MC Peed He oc vnc sy csdeddacdcos nce 
Tur MANUFACTURING CONFECTIONER PP isecrvesuakes Cash Enclosed........ 
400 W. Madison St., Chicago 6, Ill. PRB Wondsane eae No. of Books. 

Please send me Dr. Jordan’s Book “Confectionery Analysis and Composition.” 
ee tee ee gah ed ak eg edie dbpenenus REE Sac GugCtceecapabiuht ccna hacscocueeneeheeeteaneen 
ee cua vases ep cocdcasebes IE 5 i cig ices hiSle Cicdn ais ty seeded segue iia 
cans MRR och et eaneetapeced A cachh koe chat ch cman sea tenon tab dle o% Wacoal yee 
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THERE’S A BETTER WAY to get the select, breakfast-fresh eggs it takes to make 
better candy. Just order. . . 
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GENERAL OFFICES + CHICAGO 9, ILLINOIS 


* CREAMERIES “ 
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PLAVOR 
CONTROL 


how fascinating, intriguing 
flavors help sell 

candy; how the “right” flavor 
increases the true value 


and appeal of your products 
By WESLEY H. CHILDS 


O' ALL THE flavors, those comprising the natural 
materials have had the longest usage. In the old, 
old days, the herbs and spices were the seasoning in- 
gredients. Much work and effort were required to pre- 
pare these materials and the results left much to be de- 
sired. We still contact candy plants and find horehound 
herb being steeped; yet it is possible to buy a standard- 
ized prepared product of uniform strength. 
No real knowledge of essential oils existed prior to the 
17th century, even though the process of distillation had 
been suggested by Aristotle in 400 B. C. Essential oils 
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Epiror’s Note: This important article on 
the control of flavor in candy is the second 
of an exclusive series based on Mr. Childs’ 
studies and research on the use of flavors 
in candies. Stimulation of repeat sales with 
“flavor remembered and tasted” candies 
themes Mr. Childs’ discussion and is sug- 
gested as being equally important with im- 
pulse buying in building candy sales vol- 
ume. Additional articles in this exclusive 
series for readers of THE MANUFACTURING 
CONFECTIONER will appear at an early date. 
Mr. Childs’ first article appeared in the Feb- 
ruary issue, starting on page 25. 


are highly concentrated odoriferous principles. The 
chemistry of these oils is extremely complicated. Many 
essential oils found use in medicine, and it was only 
proper that standards were determined. The U. S. 
Pharmacopoeia lists the standards of many of the essential 
oils and it also gives methods for assaying. Any product 
meeting U.S.P. specifications is certainly suitable to use. 


Artificial Flavors : 


But essential oils and extracts of natural materials have 
certain limitations as to scope and usage. Artificial 
flavors came inta being because of the insatiable appetite 
of man. We have learned to like Maraschino cherries 
and kola beverages, to name two outstanding examples. 
Natural fruit extracts are necessarily quite expensive and 
unsuitable for use in high-cooked confections. Artificial 
flavors have been developed for the many different types 
of candy. These are constantly undergoing improvement 
and yet the low cost is being maintained. During the 
war, artificial essential oils were marketed as replace- 
ments for those in short supply and met with consider- 
able acceptance. Sooner or later, research may develop 
completely satisfactory “synthetic” compounds for all of 
the essential oils. For several years now, many users 
have been replacing oil of wintergreen by methyl salicyl- 
ate with good results. And, incidentally, both products 
may be of the U.S.P. grade. 


Strength Standards 


As essential oils ‘became standardized to meet the 
U.S.P., the idea that specific amounts could be recom- 
mended for flavoring purposes became general. In- 
dividual oils would, of course, vary, but the same oil 
from several sources was markedly close in uniformity. 
However, no general grading standards existed for the 
imitation flavors such as pineapple or grape. Consequent- 
ly, chaotic conditions arose; a grape flavor from one 
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supplier would differ greatly in strength, as well as in 
character, from that obtained from a different source. 
Through competition, these faults have been somewhat 
eliminated, and, in general, strength standards have been 
unofficially established. Many of the flavor firms list 
their products as “Highly concentrated, use 1 or 2 oz. 
per 100 lbs.” A flavor firm does not know the formula 
used by his competitor, but it has trained scientists in 
its employ who diligently match competitive flavors. 
Mere matching may be a headache for certain individuals 
but it does keep each flavor company “on its toes,” and 
right “up to the minute” on new developments of the 
industry. Concentrated flavors, at first, offered a sales 
advantage. A $20-a-gallon flavor doesn’t seem to be high 
priced if only one ounce is required when previously, 
say, three ounces of a $15-a-gallon flavor had been used. 

The writer commends the benefits through standardiza- 
tions but regrets the after-effects. As soon as an organ- 
ization sets up standards, a tendency invariably occurs 
to consider these minimum requirements as being the 
maximum. This is particularly true with the food reg- 
ulations. Competition is keen and buyers are price- 
conscious, hence, only a truly brave manufacturer will 
attempt to market a premium product, necessarily at an 
increase in cost. Perhaps flavor companies might with 
considerable success stress selling flavor as a flavor on a 
flavor basis, in the finished product. 

Too often, one has to guess at the flavor used in candy. 
For example, take a chocolate cream assortment—take 
three or four pieces. The coating is fine, but can you 
detect with any degree of certainty, what the flavor of the 
center is? They are aften so alike that, were it not for 
the color, you would be “on the spot” if forced to differ- 
entiate. Surely, it should not be necessary that each as- 
sorted package of creams should contain instructions to 
the consumer, “Remove the chocolate coating with a knife, 
_ you can eat the center and tell that we put in good 

avor. 


Cost and the Finished Product 


Flavor costs may seem high, cost control necessary to 
compete. At the rate of two ounces of flavor per 100 
pounds of candy, an imitation flavor at $19.20 per gallon 
makes the flavor cost 30 cents, or an essential oil at $8 
per pound gives a cost of $1. Good materials are always 
expensive. But most candy plants appear to look at the 
cost of flavor in the wrong light. The cost of the ingre- 
dients without flavor may, in the case of hard candy, 
amount to about $8 to $8.50—and as sugar, corn syrup, 
acid, and color, they are worth just that much. But 
add the 30 cents if imitation flavor or the $1 essential 
oil, and immediately your product has increased enor- 
mously in value. The labor cost has been overlooked in 
the above, but that cost and other costs will not be re- 
covered unless the consumer finds out he is buying candy 
and not colored sugar and corn syrup. Table 1 shows 
the quantities of flavor used in candy for two years. 


Table 1 
Amounts of flavor used in candy for 1944 and 1947 
1,000 pounds 
’ 1944 1947 
ee AEE Ss a LE TU EO eo MOA . 4,187 3,770 
pe Rs or 3,219,756 2,963,299 
Finished goods marketed ............ 2,804,000 2,790,000 
Calculated 
% Flavor on ingredients ................. 0.130 0.127 
% Flavor on finished goods ............. 0.149 0.135 


Note: 
2 oz. flavor per 100 lbs. candy is equivalent to 0.125%, and 24% 
oz. flavor to 100 Ibs. candy is equivalent to 0.141%. 
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Candy formulas are criticized because they seldom list 
the amount of flavor. The general statement is given, 
“Flavor to suit requirements.” Requirements of whom? 
The cost department or the public? The confectionery 
industry frequently lags behind many food companies in 
neglecting consumer testing of products. Many food com- 
panies have found it wise to conduct taste panel tests as 
well as consumer tests. These tests serve as previews for 
acceptance on the market. 


There is less prejudice today than formerly regarding 
artificial or imitation flavors. If the flavor is liked, and 
more requested, what difference does it make which kind 
is used? Actually, the imitation flavor may be more pure 
than the natural. A certain chewing gum manufacturer 
has the right idea. The label of one gum reads, “The 
gum with the fascinating artificial flavor.” Shouldn't 
every flavor be fascinating and intriguing? 


Quality Control 


To function properly, the Quality Control Depart- 
ment needs all the information available concerning raw 
materials and the sieps of processing and packaging. Ex- 
amination of the label attached to the flavor container 
by the supplier is interesting and, sometimes, illuminat- 
ing. Ingredients are often listed as, “aldehydes, ketones, 
lactones, esters, ethers, vegetable or fruit or plant ex- 
tractives, acids, with water, vegetable oil, propylene gly- 
col, glycerin, or alcohol.” Essential oils may be listed by 
name only followed by some qualification as U.S.P. or 
N.F. (National Formulary). The expert flavor com- 
pounder has utilized his knowledge and you have his 
company’s assurance that the chemical and natural in- 
gredients will retain their characteristics and be true to 
type. Each ingredient used has been assayed for purity. 
The finished compound has been subjected to tests. Be- 
sides all this, the reputation of the flavor company accom- 
panies each product. 


In general, an artificial flavor is a combination of five 
or six basic groups, principal flavor, sweeteners, modi- 
fiers, lifting substances, fixatives, and solvent. 


Buying flavors from a recognized firm insures a quality 
product. Many of the laborious physico-chemical tests 
made by the Quality Control Department, may therefore 
be eliminated with safety. Taste or “nose” testing may 
be relied upon to check the specifications. 


Four Basic Taste Sensations 


We are told that there are only four basic taste sen- 
sations, namely sweet, acid, salt, and bitter. What we 
often think is taste is in reality odor. Crocker* has de- 
vised a numerical measure for odor which is represented 
as a four-digit number. The first digit is a measure of 
relative fragrance, the second of acidity, the third of 
burntness, and the fourth of caprylic character. For 
example, he gives the numerical odor formulas of 7122 
and 8453 to vanillin and oil of wintergreen, respectively. 
A basis for evaluation of odor has been long needed. 
This offers much in improving our ability to judge the 
flavoring oils. 


It is wrong to blame the added flavor when a piece of 
candy fails to meet the desired taste standards. Often 
the flavor is not at fault. As flavor helps “top off” the 
candy, candy composition has a direct bearing on ability 
to “bring out” the taste. We have erred in believing that 
we know all about the four basic tastes through familiar- 
ity. We think we know the proper quantities of acid and 
salt to add. The sweetness factor is usually controlled by 


(Please turn to page 32) 
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EARL C. LENZ, left, dis- 
cusses in this helpful 
article how tapioca starch 
aids candy shelf life and 
preserves tenderness. 


how to use 


TAPLOGA 
STARCH 


in Candy production 


techniques for increasing 


shelf life, tenderness 


by EARL C. LENZ 


General Sales Manager 


Morningstar, Nicol. Inc. Food Products Division, Chicago 


3 Gubertag STARCH IS not unknown to many progressive 
candy manufacturers, as considerable quantities were 
employed in candy formulas prior to the war years. Now 
that it is back on the market in abundant supply, due to 
increased production in Brazilian growing areas, many 
confectioners are again experimenting with this versatile 
starch and are employing its unusual characteristics. 
Although tapioca grows well in every tropical country 
and is found in all lands within the limits of 30° latitude 
north and south of the equator, where growing conditions 
are favorable, the tuberous starchy root cf this plant is 
cultivated most extensively in Brazil and in the Nether- 
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lands East Indies. In these lands it forms the chief article 
of diet for millions of tropical people. 

As tapioca is a root starch, it exhibits characteristics 
which differ greatly from cereal starches produced in 
this country. Furthermore, as tapioca is a tropical plant, 
all efforts to acclimate it to our soil thus far have been 
unsuccessful. The finest grades of tapioca flour which are 
imported for candy and food processors are finely pow- 
dered, pure white, tasteless, and odorless. When the 
tapioca starch is dispersed in water and heafed to approxi- 
mately 185°F., it swells and absorbs at least 15 times 
its own weight of water to form a thick translucent gel. 
Most of the candy uses of tapioca utilize the remarkable 
gelatinizing power of the starch granules. The clear vis- 
cous solution, being tasteless in itself, will not spoil the 
flavor of food products to which it is added. 

The most important function of tapioca starch in a 
candy formula, is that of either giving body to the piece 
or of retaining moisture to preserve tenderness. Tapioca 
starch readily absorbs and tenaciously retains water or 
moisture. Although natural shrinkage will take place 
in molded candy pieces, even with tapioca starch as an 
ingredient, the shrinkage or “bleeding” will be much less 
than that obtained with starches of lower viscosity 
indexes. 


High Viscosity Starch 


Tapicoa starch is classed as a high viscosity or thick 
boiling starch. However, unlike ordinary domestic 
starches, its gel is very clear and translucent—a feature 
that can only be obtained with thin boiling starches of 
domestic origin. This capacity for holding water is shown 
by the non-skin-forming property of cooked pastes of 
tapioca, and the unusual thickening power of the starch 
can readily be determined by comparison of its viscosity 
curves with those of other starches. The clarity of tapioca 
is an important quality for its use in gum drops, marsh- 
mallows, and caramels. The pieces appear brighter and 
have a more inviting and tender taste, since tapioca 
starch has the happy effect of not interfering with the 
odors or flavors of added ingredients. Tapioca is neutral 
in taste and can be expected to do part of the work ex- 
pected from gelatin, gum arabic, gum karaya, etc. Its 
use permits a reduction in quantity of these more expen- 
sive ingredients. Tapioca produces a clear gel at 185°F. 
or slightly less and cooks up with a minimum of foam. 
On cooling to room temperature, however, it can be noted 
that the gel becomes much more viscous without retrogra- 
dation or opaqueness. 

It follows that the moisture retention character of 
tapioca starch, obtained without interference with the 
taste or texture of the piece, can contribute much to the 
shelf life of many candy items, including sugar wafers, 
fudge caramels, fondant, or similar types. It has been 
estimated that as little as 4 of 1 percent of tapioca 
starch by weight in a batch of sugar wafers is sufficient 
to lengthen the shelf life by several weeks. 

According to the Council on Foods and Nutrition of 
the American Medical Ass’n., the following table shows 
the nutrient content of 100 grams of tapioca: 


eer 0.6 grams 

i vcatisintcincneseh 0.2 grams 
Carbohydrate ........ 86.4 grams 
RE 12.0 milligrams 
Phosphorus .......... 12.0 milligrams 
FS ee 1.0 milligrams 
SRG as dav cdcnetds 350.0 


Emphasis has been placed primarily on the tenacity 
with which tapioca starch retains moisture, as this fea- 


(Please turn to page 34) 
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Candy Bar Buyers 
ad Brand Preference 
Shown in {4 Market Comparison 


study based on surveys of 54 cities in 1949 


EARLY NINE OUT of 10 families in Milwaukee, Fresno, 
N Sacramento, Salt Lake City, Omaha, and Modesto 
purchase candy bars. And about eight out of 10 families 
in San Jose, Birmingham, Columbus, and Seattle purchase 
candy bars. Such are the findings of a recent “Fourteen 
Market Comparison” of consumer preferences based on 
consumer analysis surveys of 54 cities during 1949. 
Prepared by The Milwaukee Journal in collaboration 
with 13 other newspapers, the market comparison study 
also shows Hershey is the first brand bar in all seven 
areas reporting consumer preferences. Mounds is the 
second bar in four of the seven areas (Milwaukee, San 
Jose, Seattle, Salt Lake City). Milky Way is second in 
Omaha, Baby Ruth second in Birmingham, Clark’s second 
in Columbus, Ohio. In a comparison of candy coated 
chewing gum, Chiclets are reported as the first place 
brand in six of eight reporting areas and Beechies in 
two of the areas. In eight reporting areas, Wrigley’s is 
named first brand choice stick chewing gum. 


Milwaukee Study 


In Milwaukee 88.6 per cent of the families purchase 
candy bars, and 63 per cent indicate Hershey as first 
choice. Mounds leads in chocolate covered bars with 6.1 
per cent. Milky Way is next with 4.9 per cent. Mars, 
Oh Henry, Brach’s, Almond Joy, and Baby Ruth follow 
in that order. (Additional information on the Milwaukee 
market is given in the detailed study appearing on p. 30 
of the October, 1949, issue of THE MANUFACTURING CON- 
FECTIONER.—Ed. ) 


In Salt Lake City, 87.29 per cent of the families 
purchase candy bars, and Hershey is the first brand with 
35.71 per cent. Mounds is second with 10.77 per cent 
and Milky Way is third with 6.3 per cent. U-No, Almond 
Joy, Baby Ruth, Oh Henry, Snicker, and Mars follow in 
that order. 


Omaha Market 


In the Omaha market 86.3 per cent of the families 
purchase candy bars, and Hershey is named first by 76.2 
per cent. Milky Way, which leads the chocolate covered 
bars, is second with 37.8 per cent; Mounds is third with 
25 per cent; Snickers is fourth with 21.5 per cent; and 
Baby Ruth is fifth with 19.8 per cent. Mars, Forever 
Yours, Ping, Oh Henry, Three Musketeers and Dr. I. Q. 
(tie), Butterfinger, Brach’s, Almond Joy, and Clarks 
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follow in that order. (For additional data on the Omaha 
area market, see page 36 of the December, 1949, issue of 
THE MANUFACTURING CONFECTIONER.—Ed. ) 


Columbus Survey 


Nearly eight out of 10 families—or 78.6 per cent—in 
the Columbus, Ohio, area purchase candy bars. Of this 
percentage, 50 per cent name Hershey as the first brand 
choice, while 16.3 per cent give Clark’s the lead among 
chocolate covered bars. Milky Way is third with 8.4 per 
cent. Mounds, Oh Henry, and Baby Ruth follow in that 
order. Mars and Brach’s are tied for next place. 

In San Jose, Calif., 81.9 per cent of the families buy 
candy bars. Brand preferences are as follows: Hershey 
52 per cent, Mounds 9.3 per cent, Milky Way 7.2 per cent, 
U-No, Almond Joy, Love Nest, Mars, Baby Ruth, Oh 
Henry, Snicker, Butterfinger, and Fifth Avenue follow 
in that order. 

Among the 80.4 per cent of Birmingham families buy- 
ing candy bars, brand preferences are: 39.6 per cent for 
Hershey, 23.9 per cent for Baby Ruth, 14.0 per cent for 
Mounds. Almond Joy, Milky Way, Butterfinger and 
various Mars bars (tied), Brach’s and Mars follow in 
that order. 


Seattle Area Figures 


With three-fourths of the families in Seattle—75.1 per 
cent—buying candy bars, brand preferences are: Hershey 
59.3 per cent, Mounds 8.8 per cent, Mountain Bar 4.4 
per cent. Milky Way, U-No, Mars, Oh Henry, Almond 
Joy, Baby Ruth, Butterfinger and Fifth Avenue (tied), 
and Snicker follow in that order. 

Of the 10 areas reporting on purchases of candy bars, 
Milwaukee leads with 88.6 per cent of its families buy- 
ing. Fresno, Calif., is second with 88.2 per cent. Sac- 
ramento is third with 87.9 per cent. Salt Lake City is 
fourth with 87.29 per cent. Omaha is fifth with 86.3 per 
cent. Modesto, Calif., is sixth with 86.2 per cent. San 
Jose, Calif., is seventh with 81.9 per cent. Birmingham 
is eighth with 80.4 per cent. Columbus, Ohio, is ninth 
with 78.6 per cent. Seattle is tenth with 75.1 per cent. 
As reported above, consumer preferences are given for 
all areas excepting Fresno, Modesto, and Sacramento. 
The survey makes no tabulation for these areas. 

In making a comparison of the various markets, it is 
interesting to note the fluctuations in bar preferences. 
Hershey, for example, ranges from a high of 76.2 per cent 
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in Omaha to 35.71 per cent in Salt Lake City. Best 
market area for Mounds is Omaha with 25 per cent; 
weakest is Columbus with 4.4 per cent. Milky Way’s 
best market area also is Omaha with 37.8 per cent; low- 
est is Seattle with 3.8 per cent. For Baby Ruth the best 
market area is Birmingham with 23.9 per cent; lowest 
is Milwaukee with 1.3 per cent. Clark’s best market area 





oo WITH CHILDREN spend an average 
of 32 cents a week for candy and households 
without children spend an average of 18 cents a 
week, indicates a just-released study of 1,558 typ- 
ical households in 68 representative cities by 
Parents Magazine Research Bureau. The sample 
includes only those households with two or more 
persons. Households with children spend an aver- 
age of 36 cents weekly for soft drinks, households 
without children average 23 cents weekly. For 
ice cream, households with children spend an 
average of 52 cents weekly, households without 
children an average of 32 cents weekly. For pea- 
nuts and other nuts, both type of households spend 
an average of 8 cents weekly. (In comparison, as 
reported in the July, 1949, issue of THE MANUFAC- 
TURING CONFECTIONER, p. 16, per capita consump- 
tion of candy increased 21.3 per cent in the pre- 
vious 12 years, nonalcoholic carbonated beverages 
115 per cent, ice cream 77 per cent, and nuts 54 
per cent.) 





is Columbus with 16.3 per cent; lowest is Omaha with 
1.8 per cent. The accompanying table shows the fluctu- 
ations for the various bars. 


Candy Coated Gum 


Candy coated chewing gum ranges from a high of 62 
per cent for families making such purchases in Phil- 
adelphia to a low of 13 per cent for families in Modesto, 
Calif. Chiclets gets first choice in all the markets cov- 
ered except in Indianapolis and Columbus. In the Indian- 
apolis market, Beechies leads with 48.6 per cent preference 
against Chiclets 37.9 per cent. In Columbus Beechies 
leads with 66.4 per cent against 26.2 per cent for Chic- 
lets. Chiclets preference varies from 88.1 per cent of 
buyers in Philadelphia to 26.2 per cent in Columbus. 
Beechies preference varies from 66.4 per cent in Colum- 
bus to 4.7 per cent in Philadelphia. 


Stick Chewing Gum 


Wrigley’s stick chewing gum leads all the markets 
covered in brand preference with a high of 81.3 per cent 
in Omaha and Fresno to 45.2 per cent in Columbus. St. 
Paul appears the best market area for stick chewing gum 
with 97.9 per cent of the families buying. Omaha is sec- 
ond with 93.8 per cent. Columbus is third with 93 per 
cent. Indianapolis (79.6 per cent), Fresno (78.4 per 
cent), Modesto (76.7 per cent), Sacramento (75.2 per 
cent), and Philadelphia (47.4 per cent) follow in that 
order. Complete data on the various markets and on 
brand preferences are given in the accompanying chart. 
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selling days can boost 
your Mother's Day sales 


serve the 37th official tribute to the women who are 

“Mom” to millions of Americans. This year the 

event is expected to be more important than ever 
before, with retailers reaping the benefit of this surging 
national sentiment in increased sales. The time element 
acts in the favor of the retailer this year, with five weeks 
being allowed to build up activity. Easter comes early 
(April 9th), and Mother’s Day is May 14th. That’s 30 
selling days as compared to 18 days last year. The extra 
time gives added opportunity to plan a real promotion 
that will break all records for this holiday, but it requires 
extra work and extra promotion to obtain results. There 
are numerous things that can be done to boost Mother’s 
Day sales in the manufacturing retailer shop. Here are 
some helpful ideas that are offered with the cooperation 
of the National Committee on the observance of Mother’s 
Day, Inc. These will probably suggest other ideas. 


() MOTHER'S DAY, May 14th, all America will ob- 


Mother’s Day Gift Club 


1.—Organize a Mother’s Day gift club. Set a price 
for several gift boxes to be delivered at specified times 
during the course of the year—a special box, of course, 
being delivered in time for Mother's Day. 


2.—Display gift-wrapped packages along with gift 
cards in every promotable section of your shop. 


3.—Get together with other stores in your neighbor- 
hood to plan a cooperative promotion and advertising 
campaign. Make reciprocal loans of merchandise to be 
featured in your windows or interior displays. A box 
of your assorted chocolates could be used in a purse, 
dress, or glove display and you could incorporate an 
item of this sort in your display, with credit given of 
course. 


Kiddie Korner 


4.—Establish a Kiddie Korner where the youngsters 
can choose their Mother’s Day packages priced within 
their budgets. It’s a good plan to have special wrappings 
and cards for them, too. 


5.—Be sure to concentrate on your personal shopping 
service via mail and phone. Hire and train special people 
(if this isn’t already a part of your general store plan) 
to suggest assortments and send them when customers 
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call or write. Have them write out the gift cards, too. 

6.—Promote “remembrance” gifts for Mother. It’s 
time to give Mother a candy gift club membership, for 
example. 


Lay-away Plan 


7.—Promote a lay-away plan for buying candy gift 
club memberships, and large special boxes. Use your 
telephones to remind customers, to suggest items, and to 
take orders. Use your newspaper advertising to show 
special merchandise. Be sure that you figure in the 
civic celebrations, as a door prize donor, and as a donor 
of gifts to school children’s contests, as a central meeting 
place for various committees working on Mother’s Day. 
Be sure that you serve with these committees, too. 

8.—Set up a “Stag Corner.” Encourage shy men- 
shoppers by establishing a section for men only. 

9.—Use special Mother’s Day gift wrappings, tying. 
cards. Have your name imprinted on the ribbons, along 
with “Happy Mother’s Day” or a similar slogan. 

10.—Feature a daily-changing display of assorted 
boxes in a window (and also interior) shadow box. A 
revolving platform is always a good eye-catcher. 

11.—Be sure to advertise in your school- newspapers. 
Feature such packages as appeal to juvenile budgets. 


Gift Certificates 


12.—Promote sales of gift-certificates to cover any 
purchase of any merchandise or service. This should be 
good for the shopper who can’t make up his mind as to 
the assortment to choose. Use a Mother’s Day slug in 
your postage meter (right after Easter). 

13.—Mother-in-law is important, too. Make a special 
bid for extra business in a special campaign for mother- 
in-law gifts. Be sure that you feature the deluxe assort- 
ments in this promotion, too. 

Now is the time to start making your plans to make 
the most of this widely celebrated occasion. Especial 
care should be made to keep promotions and dis- 
plays on the high and dignified level the occasion 
demands. 

The National Committee on the Observance of Mother's 
Day, Inc., 393 Seventh Ave., New York, is making avail- 
able posters and various other display material, carrying 


the theme “There’s Nobody Like Mom.” 
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Yew York confectioners 
provide disability benefits 





provisions offer guide to other area manufacturers 


by CLARA BALDWIN 


The Manufacturing Confectioner 


MoM“ 31 marks the end of the first quarter of tem- 
porary assessment under the New York Disability 
Benefits Law, passed by the 1949 legislature to go into 
effect on July 1, 1950. Confectionery manufacturers, as 
well as other “covered” employers, must file a report 
and make payment for the first quarter’s assessments 
prior to April 30, 1950. Such payment includes a contri- 
bution from both employer and employee amounting to 
one-tenth of 1 per cent of the first $60 of weekly wages. 
with a maximum of 6 cents by the employee and 6 by the 
employer per week. 

These temporary ‘assessments started under the law 
with January 1 of this year and will continue through 
June 30, when the full program goes into effect and 
payments of benefits under the law will start. The pur- 
pose of these temporary assessments is to build up a 
revolving fund for handling disability payments to the 
unemployed when the program goes into effect. 


Disability Insurance 


The subject of disability or “off the job” insurance is 
growing in interest. New York is the fourth state to 
establish compulsory disability insurance. Rhode Island 
was first, with a state fund, tax supported, which went 
into effect April 1, 1943. California’s law permits the 
use of private plans, and became effective December 1, 
1946. However, under that law, the private plan must pro- 
vide broader benefits than those offered by the state 
fund; also the state fund is automatic unless both the 
employer and half of his employees decide on private 
coverage. In New Jersey, where a similar law went into 
effect on January 1, 1949, there is a choice between 
state funds or private plans, but the private plan benefits 
need not exceed state fund benefits. It is interesting to 
note that there has been a marked trend toward private 
plans in both of those two last named states. 

In an article on the subject for the New York State 
Commerce Review, Mary Donlon, chairman of the New 
York Workmen’s Compensation Board under whose 
jurisdiction the new disability benefits law will operate, 
states: “Fourth of the American states to recognize the 
need of wage earners for continuing cash income when 
illness strikes or accidental injury causes disability, New 
York is the first state to turn away from a tax-supported, 
state-provided system of benefits as the basic philosophy 
of this type of social insurance, back in the direction of 
privately provided insurance.” She further states, “Prob- 
ably the most significant feature of all, in the New York 
law, is the statutory permission for qualifying private 
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plans. There are many existing disability plans in New 
York, some of long standing. These may be continued 
during their effective terms. Employers and their em- 
ployees are also given wide latitude to work out new 
plans which are mutually acceptable.” 

In the confection industry in New York, the majority 
of manufacturers work in cooperation with the Con- 
fectioners’ Industrial Relations Board, under the direction 
of Moses Shapiro. Their contracts with the labor union 
cover group insurance, which includes disability benefits. 
The problem under the new law will involve the non- 
union employees of the firms, those not covered by the 
contracts. A survey of the companies has indicated a 
preference for handling such coverage on the employees 
not included under the existing group insurance through 
separate insurance policies. 

One manufacturer, faced with what may be considered 
typical problems of the confectionery manufacturing- 
retailer, has, for the factory employees, agreed with the 
labor union to pay for individual hospitalization insur- 
ance as well as pay the employees’ share of the cost of 
disability benefits. The employer expects to purchase 
coverage from a private insurance company. This manu- 
facturer will, thus, be providing the employees more 
than the law requires, since it will furnish not only the 
disability benefits provided in the law, but also hospital- 
ization insurance, which, under the provision of the law 
permitting approval of plans providing for “equivalent” 
benefits could have been combined with smaller disability 
benefits payments. 


“Package” Plan et 


This same manufacturing-retailer has recently estab- 
lished a package plan of insurance for its store em- 
ployees. In addition to life insurance, hospitalization, and 
surgical insurance, furnished in the “package,” increased 
weekly payments for illness or disability will be provided 
to conform to the legal requirements. 

Further, this employer has been in the habit of paying 
full salary to employees in certain supervisory positions 
during periods of disability. This arrangement, however, 
does not comply with the law unless the employer either 
qualifies as a self-insurer or purchases insurance. There- 
fore, although the company intends to continue its present 
practice, it will probably arrange to provide coverage 
through private insurance. All such empolyees presently 
pay their share of the temporary assessment through 
payroll deduction and will, after July 1, pay their share 
of the cost of insurance for the minimum benefits re- 
quired under the law. 


At the conclusion of a meeting held in New York 
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during December by the New York Joint Legislative 
Committee in Interstate Cooperation, resolutions were 
passed urging all states to take immediate steps toward 
handling the problems resulting from non-occupational 
disability and sickness “by means of studies leading to 
the adoption of appropriate programs.” It was further 
resolved that the several states draw on the experience 
and usable features of existing temporary disability bene- 
fits laws. As indication of the scope, 71 bills came before 
the legislatures of 16 states during 1949 on the subject 
of disability benefits. Washington has passed a bill, but 
it is being held in referendum pending a popular vote 
at the next general election in November 1950. The bill 


in that state is similar to the California law. A state 
monopoly bill, similar to the Rhode Island law, passed 
one house of the Massachusetts legislature in 1949. 

What types other states considering such legislature 
may propose remains to be seen. But in the meantime 
there is a widespread interest in the New York law, 
which as Miss Donlon says, “New York pioneers in the 
field of social insurance and sets a pattern that will 
be closely watched by the rest of the nation and by the 
world.” 

As employers operating within the states, the confec- 
tioners must need set up programs which conform to 
the laws as they are passed. 





Flavor control aids 


candy sales appeal 


(Continued from page 26) 


economics or equipment. Actually, we know very little 
about any of these factors and still less about bitterness 
and its possible applications. 


Acids in Candy 


The confectionery industry has restricted the use of 
acids to a very few, as acetic (vinegar), citric, and tar- 
taric. We use cream of tartar as an inverting agent or 
doctor. How many candy makers have tried gluconic 
or lactic acids? And can we not use some acid phos- 
phates to advantage as well as some lactones? Further 
investigation will be required to correlate the relative in- 
tensity of the sour taste to the strength of the acid added 


Table 2 
The Acidity of Some Fruits» 
Other Acids 


Rathod si dacvecssi gies 

Dried Apricots ....... 0.35 0.81 

Canned Apricots ...... 1.06 0.33 

66 pe cnccs onsen’ 0.15 0.50 

Blackberries .......... trace 0.16 traces of oxalic, suc- 
cinic, 0.92% iso-citric 

CN i cnc \ caducenes none 1.99 trace of oxalic, 0.07% 
succinic, 0.13% lactic 

Cranberries ..........- 1.82 0.46 0.07% benzoic 

CEE vaycdsbeseses 2.30 0.05 traces of oxalic and 
succinic 

Grapefruit .....20s000 1.33 0.08 

Concord grape juice .. 0.02 0.31 1.07% tartaric 

GOONS a secdc incesices — 0.65 0.43% tartaric 

eee ee Pe Oe 3.84 trace 

Loganberries  ......... 2.02 0.08 

MOS. cns-ced dbhevcnss 0.98 trace 

Ey Sone 0.37 0.37 

POE: incnicdaae cd dhus 0.24 0.12 

i... Pore 0.84 0.12 

Raspberries, Black .... 1.06 = 

Raspberries, canned ... 0.81 0.05 

Raspberries, Red ..... 1.30 0.04 

Raspberries, canned ... 1.28 0.05 

Strawberries .......... 1.08 0.16 


Youngberries, canned .. 0.62 0.24 


to accentuate the fruit or other flavor. Solutions of differ- 
ent acids of equal pH value are not equivalent in sour- 
ness. Table 2 lists the acidity of some fruits, and Table 3 
gives the approximate pH values of some fruit. These 
are offered as suggested guides for the relative acidity of 
acid-type candies. It is not recommended that lemon 
drops be made to 3.84 percent acidity, but it is advised 
that lemon drops be made more acid than either orange 
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or grape. An ounce of acid is cheaper to add than an 
ounce of flavor. Change in pH often alters the flavor of 
the fruit to a high degree. For example, bananas at a 
pH of 4.9 are so acid that the flavor is definitely “off.” 


Citric, Tartaric Acid 


Many candy makers like to use citric acid for most 
flavors when an acid is needed but like tartaric acid with 


Table 3 
Approximate pH Values of Fruits; 

ee Ee OT ee i sail 2.9 to 3.3 
NR... iNet ewn vuaanidieemte erat 3.6 to 4.0 
oe ns Uns Sane Chee dad mca 45 to 4.7 
DEE Siwas sche carts vewherees 3.2 to 3.6 
SND: aa Viv ece bh ote ds etuauk 3.2 to 4.0 
PE ce vacueerincaceewadhns 3.0 to 3.3 

MAL nu nsith Sadia cine Fiewe bb taba 3.5 to 4.5 
RE hia 5a. cualdi a Bian sie anit vind «0a 2.2 to 2.4 
DE eas Cake oecdawees cat whaeeuan 1.8 to 2.0 
NINDS covsina list eeaeaaicie ded leick iene 3.0 to 4.0 
DD. dvs weveeuated baad bacewss 3.4 to 3.6 
MN C42) 4 chdahgtd kupn oubebicbasias b 3.6 to 4.0 
NNN: 95', e Sackaeoe heat eeaman 3.2 to 3.6 
TK, -dacews Grhvabaamesedee 3.0 to 3.5 


grape. In some cases, only about three-fourths as much 
tartaric acid is needed to replace citric acid. This makes 
the acids nearly equal in cost. 

This matter of acidity is confusing. Citric and tar- 
taric acids lack odor and are merely sour. Mineral acids 
likewise lack odor but seem to activate the sense of as- 
tringency. Acids such as acetic, propionic, and butyric 
combine odor with sourness. Vinegars, a valuable group 
of seasonings, seem to have been overlooked as flavoring 
ingredients for candy. Vinegar and acetic acid have been 
used to a minor extent as “doctors.” There are several 
kinds of vinegar, that from cider being only one type. A 
manufacturer of tomato catsup uses some pineapple vine- 
gar in his formulation. The judicious choice of an acid 
may well augment the flavor character of your candy. 


References 


*“Candy Makers Spend Nearly $500-million for In- 
gredients,” THE MANUFACTURING CONFECTIONER, March, 
1949. 

*The Canned Food Reference Manual, 3rd Edition, 
American Can Company. 1947. 

3 Handbook of Chemistry and Physics, 30th Edition, 
C. D. Hodgman, 1946. 

* Flavor, E. C. Crocker, 1945. 
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\CA names convention committees 


Irvin C. Shaffer is general chairman; 
67th annual meeting opens on June 5 


in New York’s Waldorf-Astoria 


T HE 67TH ANNUAL convention and 24th Confectionery 
Industries Exposition of the National Confectioners’ 
Ass’n will open on Monday, June 5, and close on Thurs- 
day, June 8, announces Irvin C. Shaffer, Just Born, Inc., 
New York. Mr. Shaffer is an NCA vice-president and 


general chairman of the coming NCA convention. 


“The convention committees are preparing a program 
which will contain interest for all candy manufacturers 


IRVIN C. SHAFFER, of Just 
Born, Inc., is general chair- 
man of the coming NCA con- 
vention which will open on 
Monday, June 5, and close on 
Thursday. June 8, The con- 
vention is to be held in New 
York’s Waldorf-Astoria. 


and industry suppliers,’ says Chairman Shaffer. All 
phases of the candy business—from purchasing the raw 
materials to merchandising the product—will be covered 
in the five convention sessions and the four-day exposi- 
tion. The usual fun features—NCA Golf Tournament, 
Ladies’ Entertainment Events, and the Dinner Dance— 
will offer the conventioneers relaxation.” 

Charles F. Haug of Mason, Au & Magenheimer Con- 
fectionery Mfg. Co., Mineola, L.I., N. Y., is co-chairman 
to assist Mr. Shaffer in carrying out overall convention 
details. Chairmen of the five convention committees are: 


Program—Charles R. Adelson, Delson Candy Co., 
New York. 


Exposition—D. P. O’Connor, Penick & Ford, Ltd., Inc., 
New York. 


Golf—Paul E. Forsman, C. H. Forsman Co., New York. 


Dinner Dance—Samuel D. Fried, Korday Candies, Inc., 
Brooklyn. 


Ladies’ Entertainment—John S. Swersey. 

The tentative convention schedule offers three morning 
sessions, two evening sessions, and two luncheon meet- 
ings. All convention sessions, entertainment events, and 


luncheons will be held at the Waldorf-Astoria, while the 
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Grand Central Palace will house the 24th Exposition. 
The tentative program follows: 


Monday, June 5 


9:00 a. m.—Annual NCA golf tournament 


2:00 p. m.—Official opening of the 24th Confectionery Industries 
Exposition 


Tuesday, June 6 
10:00 a. m.—Official opening of the 67th annual convention of the 
National Confectioners’ Ass'n. 
12:00 noon—Luncheon session 
12:00 noon to 8:00 p.m.—24th Confectionery Industries Exposition 
8:00 p. m.—Evening session—Production forum 


Wednesday, June 7 
10:00 a. m.—Morning session 
12:00 noon—Luncheon session 
12:00 noon to 8:00 p.m.—24th Confectionery Industries Exposition 


8:00 p. m.—Evening session—Employee Training and Plant Main- 
» tenance 


Thursday, June 8 
10:00 a. m.—Morning session 


12:00 noon to 8:00 p.m.—24th Confectionery Industries Exposition 
8:00 p. m.—NCA dinner dance 


The Exposition will not be open on Friday, as it has 
been in previous years, as the committee felt that attend- 
ance on this day did not warrant the additional opening. 

A complete list of Committee Members follows: 

Invin C. SHarrer, General convention chairman, Just Born, Inc., 

New York. 


Cuartes F, Have, General convention co-chairman, Mason, Au & 
Magenheimer Confectionery Mfg. Co., Mineola, Long Island, 
New York. 


Program Committee 


Cuartes R, Apetson, Chairman, Delson Candy Co., New York 
Cuartes CAareLui, Edgar P. Lewis & Sons, Inc., Malden, Mass. 
W. Tresrper CLarKe, Rockwood -& Co., Brooklyn 

LeonArRD GrirFiTH, Fanny Farmer Candy Shops, New York 
HAROLD KAZzANJIAN, Peter Paul, Inc., Naugatuck, Conn. 


James A. Kinc, The Nulomoline Div., American Molasses Co., 
New York 


Gorpon Lamont, Lamont, Corliss & Co., New York 


Frep E. MaceNHEIMER, Mason, Au & Magenheimer Confectionery 
Mfg. Co., Mineola, L. I., N. Y. 


Wittram M. Noonan, Stephen F. Whitman & Son; Inc., Phila- 
delphia 

Torsert N. Ricuarpson, Jr., Thomas D. Richardson Co., Phila- 
delphia 


(Please turn to page 34) 
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WitutiaM B. Rustin, Sweets Company of America, Hoboken, N. J. 
Oscar Stout, Ross & Rowe, Inc., New York 


Exposition Committee 
Davin P. O'Connor, Chairman, Penick & Ford, Ltd., Inc., New 
York 
Criaupe Covert, Vacuum Candy Machinery Co., New York 
Don S. Greer, J. W. Greer Co., Cambridge, Mass. 


Harry P. Hatpt, Franklin Baker Div., General Foods Corp., 
New York 


Rosert D. Hanptey, Sylvania Div., American Viscose Corp., New 
York 


James A. Kinc, The Nulomoline Div., American Molasses Co., 
New York 


Wm. H. Kopp, National Equipment Corp., New York 

G. A. Moutman, Package Machinery Co., Springfield, Mass. 

Buck.ey C. Rossins, Cellophane Div., E. I. du Pont de Nemours 
& Co., Wilmington, Del. 

Rosert E. Savace, Robert E. Savage Co., Chicago 

Frank H. Scuueicuer, F. J. Schleicher Paper Box Co., St. Louis 

JoserH H. Voss, Voss Belting & Specialty Co., Chicago 


Dinner Dance Committee 


Samuet D, Friep, Chairman, Korday Candies, Inc., Brooklyn 
Georce P. Encet, American Sugar Refining Co., New York 
WituiaM F. Fiscuer, Magnus, Mabee & Reynard, Inc., New York 
Jack T. Franirr, The Hubinger Co., Long Island City, N. Y. 
JosHua Pariente, Blumenthal Brothers, Philadelphia 

E. W. Scumitt, Corn Products Sales Co., New York 


Golf Committee 


Paut E. Forsman, Chairman, C. H. Forsman Co., New York 

Tico Bonomo, Gold Medal Candy Corp., Brooklyn 

FRANK Forses, Wood & Selick, Inc., New York 

Oscar W. Jounson, Callerman & Co., Chicago 

Joun Netson, The Bianchi Co., New York 

Artuur Rames, Mawer-Gulden-Annis, Inc., Brooklyn 

Joun H. Reppy, New England Confectionery Co., Cambridge, 
Mass. 

Morcan Suattuck, Frank G. Shattuck Co., New York 


Ladies’ Entertainment Committee 


Joun S. Swersey, Chairman. 

Mr. AnD Mrs. Ricuarp A. ApELson, Delson Candy Co., New York 

Mrs. Puitie P. Gort, National Confectioners’ Ass’n 

Mr. Ano Mrs. Anprew H. Heme, Henry Heide, Inc., New York 

Mr. anp Mrs. Rosert I. Jononnot, Up-To-Date Candy Mfg. Co., 
New York 

Mrs. Harry Lustic, Ass’n of Manufacturers of Confectionery & 
Chocolate 

Mr. AND Mrs. D. P. O’Connor, Penick & Ford, Ltd., Inc., New 
York 

Mr. AND Mrs. Joun Wuittaker, Lamont, Corliss & Co., New York 





Tapioca Starch in Candy 


(Continued from page 27) 


ture is of important economic importance to the candy 
manufacturers, whose products are distributed over wide 
areas under a wide range of climatic conditions, where 
variations of humidities are encountered. The tough, 
moisture-resistant character of tapioca starch resists 
moisture pick-up in somewhat the same manner as it 
retains the moisture already absorbed. The two qualities 
are part and parcel of the same action of the starch 
granule. Hence, pieces can have a relatively moist center 
after a matter of months, yet will not show evidence of 
bleeding, sweating, or stickiness on exterior surfaces. 
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This feature contributes also to the excellent chewiness of 
gum drops and caramels, as they do not stick to the 
teeth but retain the tenderness for a long period of time. 
Another side use of the moisture absorbent quality of 
tapioca starch is its use as a dusting powder on many 


. candy items, where it serves to keep the pieces dry and 


non-sticky. 


Confectionery technicians will undoubtedly find a 
great many uses for tapioca starch now that a uniform 
and dependable source of supply is again available. It 
can provide an excellent stabilizing starch for improvy- 
ing existing formulas from a taste, texture and shelf life 
standpoint. 


Although it is expected that the finely powdered tapioca 
starch will contribute the most value to improvement in 
candy formulas, it is also interesting to speculate on the 
new candy items that could result from exploratory work 
in utilizing the fine flake, granular, small pearl, and 
large pearl tapioca forms that are now widely used in 
baking, pudding, and other food products. 





L. 5. Kohnstamm Dies 


L S. KOHNSTAMM, president of H. Kohnstamm & Co., 
elnc., died suddenly at his home, 1185 Park Ave., 
New York City, on January 29. Mr. Kohnstamm, 69 
years of age, was active in the business with which he 
had been associated for 48 years, having entered the 
company, founded in 1851 by his granduncle, Joseph 
Kohnstamm. At the time of his death, he was preparing 
a brochure commemorating the 100th anniversary of 
the founding of the firm. 


Mr. Kohnstamm was respected for his financial ability 
and highly regarded for his democratic ideals and strict 
insistence on quality in the manufacture and distribution 
of the company’s products. Although of a conservative 
nature, he took an active part in working with the govern- 
ment on Pure Food and Drug legislation and lent his 
support to any worthy project related to the many in- 
dustries in which his company was interested. He was 
a firm advocate of research and product improvement, 
and was keenly interested in any new chemical develop- 
ment that would improve either the company’s manu- 
facturing processes or those of the trade it served. Mr. 
Kohnstamm was a stickler for the truth and did much 
to perpetuate the traditional Kohnstamm spirit of fair- 
ness to all, customer, employee, and supplier alike. 
Charitably inclined, he never publicized his many acts 
of kindness, preferring to remain quietly in the back- 
ground. 


Mr. Kohnstamm was born in Brooklyn and was a grad- 
uate of Columbia University School of Mines, class of 
1902. During World War I he was a captain in the 
chemical warfare service. He became president of H. 
Kohnstamm & Co., Inc., in 1932, succeeding the late 
E. G. Kohnstamm. He was a member of the Chemists and 
Columbia Clubs and one of the founders of the North 
Shore Country Club. He was also a director of several 
charitable agencies in New York City. 


Mr. Kohnstamm is survived by his two sons, Paul and 


Richard, and by his daughter, Mrs. Leslie Ogden. 


The entire Kohnstamm organization, factories, lab- 
oratories and warehouses from coast to coast, were 
closed February 1 in respect to his memory. 
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A new whipping agert...... 
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to replace egg albumen.... 









What a boy! Whitson’s “100” 
—the complete whipping agent! 


G" READY FOR AMAZING — and profitable — re- 
sults when you use Whitson’s “100” whipping 
agent, the new vegetable protein that gives you the 
candy you plan, every time. 


For Whitson’s “100”— always completely stable — 
teplaces egg albumen pound for pound, and takes all 
the guesswork and a lot of the trouble out of your 
candymaking. 

Here’s a whipping agent that will not weep, and 
will not shrink. Here’s a product controlled so that 
every batch of candy you make with it will turn out 
identical with the others. 

Whitson’s “100” helps keep bacteria down, too. 
Your candy comes up—every time—without any off 


colors, without annoying tastes or odors. 


When you use it, you don’t have to change your 
formula. You don’t have to bother about blending it 
with egg albumen. Packed in moistureproof contain- 
ers, Whitson’s “100” is ready whenever you want to 
use it. It can never go bad. 


Why not give Whitson’s “100” a trial? It’s worth a 
test to get the candy yot plan, every time. Write, 
wire, or telephone for a free sample and prices today! 





Free—Sample and Formula Book 
Send for them today! 








WHITSON PRODUCTS 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, New York 
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Confectioner’s Briefs 


* Plants 


e Persons 


e Promotions 





@ Peter Paul, Inc.: A 14!4-acre tract in La Grange 
Park, near Chicago, has been purchased by the 
Peter Paul firm. A modern candy plant to cost a 
reported two million dollars, plus $750,000 in special 
equipment, will be built on the site, it is announced. 
With headquarters in Naugatuck, Conn., this marks 
Peter Paul’s entrance into the Chicago area. The 
new plant will be 680 ft. long and 320 ft. wide, one 
story, and of fire proof construction. Plans call for 
air conditioning throughout the manufacturing 
space, interior walls of tile, and face brick exterior. 


@ Williamson Candy Co.:. A luncheon in recog- 
nition of 20 years of service, during which she was 
never tardy or absent, was given Bernice Zarr by 
the Williamson Candy Co. recently. A watch was 
presented Miss Zarr at the luncheon. 


@ Heller Candy Co.: John Heller, president of 
Heller Candy Co., Bronx, New York, recently 
announced the resumption of control of G. & W. 
Heller, in Vienna, Austria. For the past four 
months Mr. Heller was in Europe making arrange- 
ments to reestablish control of the Viennese oper- 

















ation. Mr. Heller also announces the appointment 
of Jack Green as sales manager of the Bronx firm. 
Mr. Green was formerly with Ridley’s, of Brooklyn, 
New York, a subsidiary of Huyler’s, of New York. 


@ Nutrine Candy Co.: A dividend of 10 cents on 
the common, payable March 10 to stock of record 
March 1, was ordered by the Nutrine Candy Co, 
On October 1, a similar amount was paid, previous to 
which 15 cents each was disbursed June 10 and 
March 11. 


@® Candy Technology Course: On Tuesdays, 
March 14 through May 12, a candy technology 
course sponsored by the Illinois Institute of Tech- 
nology and the Central West Candy Manufacturers, 
will be given in Chicago. Cost of the course is 
$15.00 per enrollment. For further information 
write L. H. McClendon, chairman, Central West 
Candy Manufacturers’ Sponsoring Committee, Rm. 
1414, 1 North La Salle St., Chicago 2, Ill. Tuition 
fee includes a banquet dinner to be held May 2. 


@ Barricini Candy Shops: Jack Barricini, president 
disclosed recently that the Barricini Candy Shops 





THE RACINE DEPOSITOR 
is made in two sizes, 16" Junior, and 32” 
Senior, for depositing in starch, or rubber 
moulds, paper, tin or glass cups or direct on 
trays, plaques, polished steel, or rubber belts. 
The Racine Depositor will handle such varied 
products as cream, gum, grain work, marsh- 
mallows, cocoanut slugs, or coconut bars, 
and chocolate bars, with or without nuts and 
fruits, as well as chocolate stars, kisses, buds, 
waters, patties, non pareils, and midget bits 
cast direct on polished steel belts. 
It operates without pumps, the depositing 
being done by means of oscillating shafts. 
This action is such that exactly the same 
amount of material is discharged through 
each outlet, making the goods run uniform in 
size and weight. 
The Racine Depositing Shaft permits deposits 
of many sizes, shapes, and spacings by using 
special designed nipples, etc. 


For more information, write to: 


Vacuum-Racine Candy Machinery Co. 

















iN 
UUM Candy Machinery Co. 


PARK ROW, NEW YORK 7 N 
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FACTORIES: HARRISON, N. J.: RACINE, WIS 
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G. D. Belcher of the 
CHASE CANDY COMPANY 


says..."-WE HIGHLY RECOMMEND EXCHANGE 
CITRUS PECTIN FOR ALL CLASSES OF BOTH 
SLAB AND CAST JELLIES—FOR QUALITY 
CANDIES, IT IS A PRODUCT HARD TO BEAT.” 





G. D. BELCHER, Vice President 
Chase Candy Company 
St. Lovis, Mo.— San Jose, Calif. 


Jelly candies made with 


EXCHANGE CITRUS PECTIN 


..-are tender and brilliantly clear, 
carry more flavor, are never gummy, stay fresh longer, 


set more quickly and pack more easily in bulk. 


A meticulous system of controls and tests keeps Exchange Citrus Pectin so 
evenly standardized that it always performs the same in your formulas. That 
means lower production costs, uniformly fine candy and good profits! Write 
for information and free sample. 
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CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department: Ontario, California 
400 W. Madison Street, Chicago 6 - 99 Hudson Street, New York 13 CITRUS PECTIN 


for March, 1950 page 37 





may go national before long. This would require 
the building of area plants, he said, since the firm 
produces in “small batches”. 


GEORGE T. SWEETSER. lett. 
is named vice-president in 
charge of sales and a director 
of Huyler’s. it is announced by 
Robert T. Rinear, president. 
Sweetser was formerly a vice- 
president and director of Es- 
quire, Inc. He succeeds John 
S. Swersey. who is resigning 
after 31 years with the firm. 
Paul R. Boyd. Huyler’s vice- 
president, is also named a 
director. 


@ Henry Heide, Inc.: Robert C. Sullivan has been 
appointed to represent Henry Heide, Inc., in west- 
ern and central Pennsylvania, it is announced by 
Walter R. Keefe, vice-president and sales manager. 
Albert Matz, off the road for some time because of 
illness, is now back calling on the trade. Mr. Matz 
will represent the firm in eastern Pennsylvania. 


@ Purity Candy Co.: Employees of the Purity 
Candy Co., Lewisburg, Pa., and their families re- 
cently held a “sauerkraut supper.” Those present 
were Mr. and Mrs. Jesse Higgins, Mr. and Mrs. 





Oliver Heiter, Mr. and Mrs. Ted Yocum, Mr. ang 
Mrs. Oren Zeiber, Mr. and Mrs. Everett Ernest, Ma 
and Mrs. Paul Ernest, Mr. and Mrs. Martin Shir 
Mr. and Mrs. Eugene Ritter, Mr. and Mrs. Fr 
Strouse, Mr. and Mrs. Thomas Kreamer, Mr. an@ 
Mrs. Roy Birchard, Mr. and Mrs. Howard Brosioug™ 
Mrs. Effie Stackhouse, Miss Grace Herman, ang 
Charles Sckech. 


@ SWCA Meets in Atlanta: Officers and directorg! 
of SWCA met last month in the Atlanta Biltmore 
Hotel, Atlanta, for the association's semi-annu 
business meeting. On the agenda were committeé 
reports, the annual audit, and plans for SWCAl 
convention and Candy Show Exhibit to be held ig 
Birmingham August 6-9. 


@ SSCC Meeting in Jacksonville: The semi-annual 
meeting of the Southern Salesmen’s Candy Clubj 
will be held March 24-25 in Jacksonville, Fla., ane 
nounces president Jimmy Hubert. C. M. McMillan, 
secretary of the National Candy Wholesalers Ass'ng 
and Forrest H. Holz, of the Southern Wholesalé 
Confectioners Ass'n, will be guest speakers. A wek 
coming address will be given by a member of they 
Jacksonville chamber of commerce. § 


@ NATD 1950 Annual Convention and Merchan= 
dising Fair: Plans are rapidly taking final form for 
the National Ass’n of Tobacco Distributors, [neg 
1950 annual convention and merchandising fait 
scheduled for the entire week of March 26 at the 
Palmer House, Chicago. The program will includé 
a session devoted to the problems of the confec 
tionery industry. Richard C. Pinney, president of 





Better your product 


» dextrose 


nancy sueA® 


¢ 
ne 
Coan paooucts eetim" 


better your sales... 


CANDY manufacturers de- 
pend on the uniform quality 
and fine performance of these 
two fine corn syrups . . . Globe 
and Puritose brands. 


Full technical service, no obligation 


CORN PRODUCTS REFINING CO. 
17 Battery Pi., New York 4, N.Y. 








- 


A reliable source 
of supply for : gs 
fine starches. , eh ie 
oti 
Globe, Cerelose, Puritose, Buffalo and Hud- oe... 
son River are registered trade-marks of Corn 
Products Refining Company, New York, N. Y. 
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When you buy 


(hocolate... 


consider price 


the *B*B* cocoa bean buying 
policies assure you of favorable, 
competitive prices 


consider purity 


all *B*B* chocolate products 
are produced under strict 
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for better chocolate confections, use 
*B*Bx CHOCOLATE COATINGS and *B«B« CHOCOLATE LIQUORS 
Generous Samples on Request 


BLUMENTHAL BROTHERS 


Manufacturers of Cocoa and Chocolate Products 
MARGARET & JAMES STREETS, PHILADELPHIA 37, PA. 
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CLARK BROTHERS CHEWING GUM CO. 
recently held a sales conference, (right), 
at the Sheraton Hotel, in Pittsburgh. 
The firm announces (see page 42) 100.- 
000 three dimensional six-color, point of 
purchase displays designed for use on 
drug store cash registers and on cigar 
and candy counters will be distributed 
in an intensive promotional drive. 


H. E. Shaw Co., Worcester, Mass., who is chairman 
of the NATD committee on relations with candy 
manufacturers, will preside at this session where it 
is planned that a concrete program for the industry 
will be proposed. 

@ Kenneth Llewellyn: Chief engineer for E. J. 
Brach & Sons, Kenneth Llewellyn, 60, died recently. 
Survivors include his widow, Elizabeth; a daughter, 
Constance; a son, Robert; a brother and a sister. 


@ Retail Confectioners’ Ass’n of Philadelphia, Inc.: 
The 1950 officers of the Ass’n as elected at a recent 
meeting are as follows: president, Frank J. Zealen, 
Shirley Ann Candies, Trenton, N. J.; lst vice-presi- 
dent, Ira Minter, Shellenberger’s; 2nd vice-presi- 
dent, John A. Krauses; corresponding secretary, 





Chester A. Ashers, Ashers; financial secretary, 
James A. Levan; treasurer, Harry L. Young. 


@ W & W Sales: Miss Marie Stewart, who for 
many years has been associated with the Cunning- 
ham Drug Stores, Inc., as buyer of candy, recently 
joined the W & W Sales, confectionery brokers, 
1627 W. Fort St., Detroit 16, Michigan. 


@ Whitman’s Advertising Budget Biggest: Stephen 
F. Whitman & Son, Inc., plans to spend more 
money than ever on advertising and merchandising 
in 1950. In making this announcement, Louis L. 
Mcllhenney, president of Whitman’s also reveals 
that 1949 was one of the most successful in the 
108-year history of the company. So successful, he 





NUTRL-JEL 
CONFECTO-JEL 


CONCENTRATED APPLE JUICE 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


Powdered 4££© Pectin 


tor CONFECTIONERS 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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CHOCOLATE MOULDING AND DEMOULDING 
PLANT CAVEMIL/275 


—Completely automatic 

—Daily out put with threestick moulds of 3!/, oz. each. 
10.000.=lb. 

—Overall dimension: length 48", width 8° and height 10’ 
—Safe and easy operation 


SPEEDY DELIVERY 
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states, that a Whitman’s Sampler was sold every 
four-and-one-half seconds during every 24 hours. In 
1924 Whitman’s was the first advertiser to use full 
color ads in The Saturday Evening Post. William 
M. Noonan, vice-president in charge of sales, says 
Valentine’s Day was the big promotion planned for 
1950. He points out that more heart-shaped pack- 
ages were manufactured, distributed, and sold this 
year than ever before. 


@ Clark Brothers Chewing Gum Co.: 100,000 three 
dimensional, six-color point-of-purchase displays de- 
signed for use on drug store cash registers, and 
cigar and candy counters, will be distributed by 
Clark Brothers Chewing Gum Co., in an intensive 
promotional drive. In store tests, this point of pur- 
chase display more than doubled the average sale of 
Teaberry Gum, states Charles T. Clark, president of 
the firm. 


@ Larry Candy Co.: It was announced recently by 
the Larry Candy & Tobacco Co., of Danville, Ky., 
that the firm has been appointed as distributor of 
Schrafft’s chocolates and other candies in this part 
of Kentucky. 


® Automatic Canteen Co. of America: E. F. Hinkle 
is elected president of Automatic Canteen Co. of 
America, Nathaniel Leverone, chairman of the 
board, announces. Mr. Hinkle came to Automatic 
Canteen from Hershey Chocolate Corp. in 1947, and 
was elected vice-president in charge of sales and 
purchasing in 1948, L. E. Leverone is elected vice- 
chairman of the board and F. J. Newman is elected 
secretary. 











@ New York Meeting of AACT: About 30 indus- 
try representatives attended the first 1950 meeting 
of the New York chapter of the American Ass’n of 
Candy Technologists held at the Mary Elizabeth 
restaurant in New York recently. Principal speaker 
of the evening was Hoyt Lucas, of Mason, Au 
& Magenheimer Confectionery Manufacturing Co., 
president of the AACT’s New York Chapter. His 
subject concerned the technical and chemical con- 
trols required for production uniformity. James 
King, vice president of Nulomoline Division of 
American Molasses Co., program chairman, led a 
discussion of the problems involved. 

Hans F. Dressel, Felton Chemical Co., Inc., chair- 
man of the Production Conference for the Penn- 
sylvania Manufacturing Confectioners’ Ass’n, was 
present. Mr. Dressel urged those who wished to 
attend the Fourth Annual Production Conference 
being held at Lehigh University in Bethlehem, Pa., 
on April 27 and 28, to get their reservations in early. 

The next meeting of the New York Chapter of 
the AACT, will be the first Tuesday of April. John 
C. Clay, sales promotion manager of National Starch 
Products, Inc., is secretary for the New York Chap- 
ter and handles reservations for its meetings. 


@ NCWA 1950 Convention: Plans call for the com- 
ing National Candy Wholesalers’ Ass’n convention 
sessions to open on Thursday morning, June 1, at 
the Hotel Commodore, New York. The exhibition 
hall will, however, open on Wednesday May 31, at 
5 p.m. The exposition will remain open each day 
of the convention until closing at 6 p. m., Friday, 
June 2. Business sessions will be held Thursday, 


(Please turn to page 54) 





YOUR CHOCOLATE COATINGS MUST BE RIGHT 


No matter how good the centers . . . no matter how beautiful 
the box . . . you cannot hope for increased sales unless the 
Chocolate Coating pleases your public. 





Merckens Poudant Process Chocolate 


with its rich flavor, extreme smoothness and uniform consistency 
is bound to meet the requirements of the most exacting taste. 


MERCKENS CHOCOLATE COMPANY, inc. 
BUFFALO 1, NEW YORK 


Branches & Warehouse Stock in Boston, New York, Chicago, Los Angeles, Oakland, Salt Lake City, Seattle 
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HANDLING CONTAINERS 
for fondants, nuts, etc 


TUBS 


for candy fillings, fruit 
fillings, fondant, etc 


New Sanitary codes for candy and food plants require new 
standards in equipment. Fortunately, Wear-Ever Aluminum not 
only meets your requirements, but repays its cost in extra years 
of service. 

Wear-Ever Aluminum is easy to keep clean because it is seam- 
less and has gently rounded instead of sharp corners. It is friendly 
to foods—safeguards flavor and purity. That’s why you'll find 
Wear-Ever Aluminum in hundreds of hospital kitchens. 

The extra tough, extra thick, dent-resistant aluminum alloy BATCH CONTAINERS 
used only in Wear-Ever equipment assures longest possible serv- for ingredients, nuts, candy 
ice. Its lightness is a boon to plant employees. For full informa- batches—30 & 50 gals 
tion about Wear-Ever Aluminum equipment for the Candy In- 
dustry mail the coupon today. 


The Aluminum Cooking Utensil Co. ant 
5703 Wear-Ever Building oa a 
New Kensington, Pa. ~ 


Please supply us with complete lotermation about your sani- 
tary, long-lasting equipment Gy Randy gpenh. 
5O nH 
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ssorted Chocolates, Current Items 


Assorted Chocolates 


ANALYSIS: Sent in for analysis as 
No. 4659. No price stated. Box is of 
one layer type, purple paper top 
printed in gold. Appearance of box 
on opening is fair, four pieces were 
broken. There were six light coated 
and six dark coated pieces. Coating’s 
color, gloss, strings and taste are 
good. Of the dark coated centers the 
nut and cream, orange cream, coco- 
nut cream, nut fudge, and the pine- 
apple and cream are good. Of the 
light coated centers the chocolate nut 
fudge, orange cream, and kernel paste 
are good. The maple nut cream has 
an inferior flavor, and the grained 
toffy is fair. 

REMARKS: Assortment contains too 
many creams. Suggest some hard can- 
dy pieces, nougats, caramels, etc., be 
added to improve assortment. We 
have examined similar chocolates 
that retail for 80 cents the pound. 
Code 3A50. 


Chocolate Assortment 


ANALYSIS: Purchased in a New 
York department store at 1 lb. for 
92 cents. Appearance of package is 
good. Box is of two-layer type, full 
telescope. White embossed paper 
printed in gold and blue. Imprint of 
colonial inn and stage coach. Box is 
overall wrapped in cellulose. Appear- 
ance of box on opening is good. Box 
contains 52 dark coated pieces, nine 
light coated, two gold foiled and two 
jordan almonds. Coating’s colors, 
gloss, taste, and strings are good. 
Of the dark coated centers the nougat, 
brazil, filbert, orange peel, cashew, 
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and almonds are good. The butter- 
scotch, chocolate caramel, nut dust 
cream, orange cream, fudge, vanilla 
caramel, vanilla nut caramel, rasp- 
berry cream, and kernel paste cream 
pieces are fair. The sponge is partly 
grained, and the lemon cream ap- 
pears rancid. In the jelly could not 
identify flavor. Peppermint creams 
are poor. The jordan almonds are 
good. Of the light coated centers 
the fig paste and the walnuts are 
good, but the chews and nut toffees 
are only fair. The foiled pieces 
(fruit pastes) are good. The assort- 
ment is fair. 

REMARKS: The centers in this as- 
sortment need checking up. Quality is 
not up to standard. Very poor creams, 
tough caramels, poor flavors, and 
poor workmanship. We have ex- 
amined better assorted chocolates at 


80 cents a pound. Code 3C50. 


Assorted Chocolates 


ANALYSIS: Purchased in Chicago at 
1 lb. for $1. The appearance of 
package is good. Box has extension 
edge top and bottom, white embossed 
paper, name embossed in gold, over- 
all cellulose wrapper. Appearance of 
box on opening, good. Number of 
dark coated pieces found 15; light 
coated 18; and cellulose wrapped two 
(fruit nougat). Of the dark coated 
centers the vanilla caramel, orange 
cordial, vanilla cream, peppermint 
cream, fruit nougat, buttercream, 
maple nut cream, cashew cluster, 
raisin cluster, pecan cluster, and fil- 
bert cluster are good. Orange cream 
and pink cream have poor flavor. 


Of the light coated centers the date, 
vanilla caramel, cordial cherry, coco- 
nut cream, grape jelly, peanut butter, 
fruit nougat, chocolate cream, raisin 
and cream, marshmallow, and maple 
nut cream are good. The cellulose 
wrapped fruit nougats are good. As- 
sortment is good. 

REMARKS: One of the best one 
dollar boxes the clinic has examined 
in some time. Code 3D50. 





Assorted Chocolates 


ANALYSIS: Purchased at a New 
York news stand, at 1 lb for 98 cents. 
Appearance of package is good. Box 
is of two-layer full telescope type; 
has farm scene in colors, cellulose 
wrapper. Appearance of box on 
opening is good. Box contained 39 
dark coated pieces, two panned cash- 
ews and one foiled piece. The coat- 
ing’s color, gloss, texture, strings, 
and taste are good. Of the centers 
the nougat, lemon cream and car- 
amel, jelly marshmallow, vanilla car- 
amel, caramallow, vanilla cream, and 
raspberry cream are good. Dark nut 
cream, dark cream, and orange 
cream centers have a poor flavor. 
Plantation center is tough but flavor 
good. Panned cashews are good. 

REMARKS: Assortment is too small 
for a 1-lb. box. Too many creams are 
used. Suggest some hard candy pieces 
be addet a ‘good nut toffee, butter- 
scotch, chips, sponge, etc., to im- 
prove assortment. Code 3AA50. 





Assorted Chocolates 
ANALYSIS: Purchased in a New 
York department store at 1 lb. for 
98 cents. Appearance of package is 
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The SAVAGE 


Scientific Cooling or Heating Slab 












































By Repeat Onders Candy Manufacturers have acclaimed 
this sab because .... 


THE SAVAGE COOLING OR HEATING SLAB IS: 





FASTER—Will cool about 20%, faster than any slab on the market. 
REGULATED—Will give even cooling or heating at all times. No hot spots 


whatsoever. 


STRONG CONSTRUCTION—Steel plate highly ground and polished. Con- 
sumption of water is minimum. It will withstand 125 lbs. working pressure. It 
is permissible to use refrigerated water. 


CONVENIENT—Iron pipe legs are equipped with extra long threads in 
order to adjust where floors are uneven. Available in standard sizes and special 
sizes to order. Also ideal for enrober bottomer table. 


ECONOMICAL—Unnecessary to take apart and clean out sediment or do 
any of the usual repairs encountered with steel cooling slabs. 


SAVAGE BROS. CO. 


M. A. Savage, President * Richard J. Savage, Jr., Vice President 


Since 1855 


2638 GLADYS AVE. CHICAGO 12, ILL. 
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a hig 640-page book of candy “know how 
A 
“fe —_ ee METHODS AND hex oe a big, 640-page, — , 
elpful book designed to give practical “know-how” answers to problems . 
of condi wichiinaian Weber L. Ridewad, the author, is neueeiie for CONTENTS le 


Garrott Candy Company and for Jane Garrott Candies, Inc., of St. Paul, Minn. 


In Canpy Propuction: MetTHops aND Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: (1) 
Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., (3) 
Trouble Shooting. Mr. Richmond tells both the reasons and the methods of 
operation. In addition, he provides carefully selected formulas for both the 
wholesale and the retail trade. 


Whether you have a large plant or a small one, Canby PRODUCTION: 
METHODS AND ForMULAS will prove a valuable asset to your firm. Mr. Rich- 
mond’s book has 30 helpful chapters, as shown in the accompanying contents 
table. Its 640 pages contain 500 candy formulas and detailed production in- 
formation on candies. For quick, convenient reference, a numbered list of the 
book’s 500 formulas—grouped also under 32 main candy classifications—is 
provided. A comprehensive index and large diagrams showing both how to 
decorate Easter eggs and how to insert fruit and nuts in the centers are still 
additional features. Designed specifically as a production man’s text, Mr. 
Richmond’s helpful book also provides generous space alongside the formulas 
for notes during actual production in the candy plant. 


Canny Propuction: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 











Flavors and Colors (Ch. 1) 

Cream Candies (Ch. 2) 

Chocolate Covered Cast Creams 
(Ch. 3) 

Cordial Fruit Creams (Ch. 4) 

Direct Remelt Creams (Ch. 5) 

Hand Rolled Creams (Ch. 6) 


Plain Creams, Glazed Butter Goods, 
Crystallized Creams (Ch. 7) 


Cream Coated Bon Bons (Ch. 8) 


Chocolate Puddings, Chocolate Paste, 
French Chocolates (Ch. ?) 


Easter Candies (Ch. 10) 
Glace and Preserved Fruits (Ch. 11) 
Coconut Candies (Ch. 12) 


Milk Products for Fudge and Caramels 
(Ch. 13) 


Fudge (Ch. 14) 

Caramels (Ch. 15) 

Marshmallows (Ch. 16) 

Nougat, Sea Foam (Ch. 17) 
leing (Ch. 18) 

Jellies (Ch. 19) 

Starch Gums and Jellies (Ch. 20) 


Hard Candy (Ch. 21) 
BOOK ORDER : USE THIS ORDER FORM Butter Crunch, Butter Scotch (Ch. 22) 
The Manufacturing Confectioner Pub. Co. Taffy and Kisses (Ch. 23) 
a oS re ee ved bee stenoses ahirnbenn Date 


Chicago 6, Ill. 


Please send me Mr. Richmond’s new helpful book Canpy Propuction: MeTHops 
AND Formutas which contains 500 candy formulas. I am enclosing $10.00. 





Nut Candies (Ch. 24) 
Pop Corn (Ch. 25) 
Salted Nuts (Ch. 26) 
Egg Frappes (Ch. 27) 


NE eI sn 6 deh CURERD eo ASE usb eae cones PUG 6s bbe cxsidesee Useful Information—Charts and ae 
(Ch. 

EE 2b MRMES, 0's u .c'sas aa 60 ahd Cuabl Pal +6 dese cnedee cub STAN Eanes o4nsklebbere Trouble Shooting (Ch. 29) 

r Unsatisfactory Results, Cause and 

Street i ee ee ee ee ee ee ee ee ee ee ee ee Remedies (Ch. 30) 
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good. Box is of two-layer type, 
French style. White glazed paper, 
gold seal. Name in black. Tied with 
red ribbon bow in center. Outside 
wrapper of white paper, “Shirt front” 
on top. Appearance of box on open- 
ing was good. Number of pieces, 51; 
two jordan almonds. The light choc- 
olate coatings have good color, 
strings, and taste. Gloss is fair. Of 
the centers the cashews, almonds, 
cordial pineapple, vanilla cream, va- 
nilla caramel, maple cream, chocolate 
caramel, pineapple, nut cream, filbert 
cluster. cordial cherries, fruit and nut 
nougat, marshmallow, Brazils, and 
jordan almonds are good. The coco- 
nut paste and nougat centers are fair. 
The pink coconut paste centers are 
dry and lacked flavor. Assortment is 
fair. 

REMARKS: Suggest some hard can- 
dy centers be added. Suggest less 
cream centers to improve assortment. 


Code 3Y50. 


Toffee Pieces 


ANALYSIS: Sent in for analysis as 
No. 4662. No price stated. Appear- 
ance of package is good. Container 
is round key tin printed in red, white 
and blue. Light board container. The 









toffee pieces are wrapped in foil; 
over-wrapped in cellulose. Toffee’s 
color and texture are good, flavor is 
very good. 

REMARKS: The best toffee we 
have examined in some time. Very 
good quality, well made, and good 
eating. Neat and attractive contain- 
er. Suggest a retail price of $1.50. 
Code 3Z50. 


Assorted Hard Candies 


ANALYSIS: Sent in for analysis from 
England as No. 4657. No price 
stated. The solid hard candies in cel- 
lulose wrappers have good colors and 
texture, but lack gloss, and the flavors 
are poor. The filled hard candies in 
cellulose wrappers also have poor 
flavors and no gloss. The colors, tex- 
ture, molding, and center texture are 
good. 

REMARKS: Neatly printed cellulose 
bags. Hard candies are not up to 
standard sold in the United States. 
Suggest checking up on the gloss, 
either the batches are not “doctored” 
right or the manufacturer’s process 
is not correct. The flavors used are 


not up to standard, and appear very 
poor. The size of the packages is in 
line with those sold in the U. S. Most 
of the better hard candies are sold 


in glass jars. During the Winter 
months, there is a demand for 5- 
pound tins. This hard candy would 
have to be improved if it is to be 
sold in the U.S. Code 3E50. 


Buttercream-Almond Pattie 


ANALYSIS: Sent in for analysis as 
No. 4660. Priced at 1 oz. for 5 cents. 
Appearance and size of pattie are 
good. Wrapper is of glassine printed 
in blue and yellow. Pattie’s dark 
chocolate coating is good. The cen- 
ters color, texture, and taste are 
good. 

REMARKS: Quality of coating and 
center are of the best. A fine eating 
pattie; the best we have examined 
of this type confection. Neat and 
attractive carton. Code 3V 50. 


Peppermint Pattie 


ANALYsIS: Sent in for analysis as 
No. 4661. Priced at 1 oz. for 5 cents. 
Appearance of pattie is good. Size 
is small for a 5-cent seller. Wrapper 
is of glassine printed in green. Name, 
etc., in white. Chocolate coating is 
good. The center’s color and texture 
are good, but flavor is weak. 

REMARKS: Suggest again as much 
peppermint flavor be used or perhaps 
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MODEL 

No. 18 

Inside 
Dimensions | 


— 22%" 
Depth — 18 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 

Manufactured by 
The Standard Casing Co., Inc. 


121 Spring St., New York 12, N. Y. 











| pearance of package is good. Con- 


a different peppermint. Oil may be 
the answer. Very good eating cream 
pattie. Neat and attractive carton. 


Code 3W50. 


Sugar Coated Peanuts 


ANALYSIS: Purchased in a Chicago 
railroad station at 11/4 oz. for 6 
cents. Appearance and size of pack- 
age is good. Container is folding 
box printed in yellow, red and white. 
The peanuts’ color, sugaring, taste 
and the peanuts themselves are good. 

REMARKS: A very well made sugar 
peanut. One of the best we have ex- 
amined in some time. Code 3F50. 





Chocolate Coated Coconut Bar 


ANALYSIS: Obtained in New York. 
Priced at 1 1/2 oz. for 5 cents. Ap- 
pearance and size of bar are good. 
Wrapper is paper backed foil printed 
in black, orange, and white. Bar's 
coating is good. Center’s color, tex- 
ture, and taste are good. 

REMARKS: A good eating coconut 
bar, well made. Code 3650. 


Chocolate Coated MM Peanuts 


ANALYSIS: Obtained in New York. 
Priced at 51/2 oz. for 19 cents. Ap- 





tainer is tray with overall cellulose 
wrapper printed in red and white. 
Peanuts’ coating is fair, center too 
short, and flavor is poor. 

REMARKS: Suggest center formula 
be checked, as peanuts are too short 
and dry. Flavor is too strong. Code 


3H50. 


Candy Corn 


ANALYSIS: Obtained in New York. 
Container is folding box printed in 
yellow, white and blue. Oval shaped 
cellulose window. Appearance of 
package was good. Corn’s colors, 
texture, and flavor are good. 

REMARKS: A well made candy corn; 
one of the best we have analyzed in 
some time. Suggest a retail price of 


5 cents. Code 3Q50. 





Peppermint Stick 

ANALYSIS: Purchased in a Liberty- 
ville, Ill, supermarket. Weight is 
1 3/4 oz. Price is three for 12 cents. 
Stick is wrapped in cellulose printed 
in yellow and blue. Appearance of 
package is good. Stick’s size, stripes, 
texture, gloss, and flavor are good. 

REMARKS: The best 5-cent hard 
candy stick we have examined this 
year. Well made and contains a good 


flavor. Code 3R50. 











rT ae if up in the 
DUBIN CATALOG! 


HERE’S what the modern candy maker needs in the way of 
streamlined labor saving machinery. You'll find the Dubin Cata- 
log chock full of equipment ideas for chocolate, fondant, mint, 
caramel, pulled goods and other candy making ‘equipment. tie a 
All designed and built for today’s need of cutting down operating 
costs and making finer quality confections. 


Write today for the Dubin Catalog 


am (P)I)BIN CORPORATION | 


2500 S. SAN PEDRO STREET @ LOS ANGELES I!, CALIFORNIA INVENIENTLY 
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WARFIELD 


CHOCOLATE 
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WRITE FOR SAMPLES 


WARFIELD CHOCOLATE 


3 
|= 
w 
a 
wm 
= 


IVISION OF TH WARFIELD COMPANY 


CHICAGO 


OCATED T SERVE THE NAT 


THE MANUFACTURING CONFECTIONER 








Clin 
poin 
duct 


ecut 
the | 


pres 
Lou 
man 
beer 


sale 
Belt 


firm 


Nev 


Der 
Cho 
is ti 


It is 


for 














Supply Field News 





@ Clinton Foods, Inc.: C. W. Metcalf, president of 
Clinton Foods, Inc., recently announced the ap- 
pointment of Richard S. Light as manager of pro- 
duction of the corporation. 


@ The Glidden Co.: Transfer of two major ex- 
ecutives of the Durkee Famous Foods Division of 
the Glidden Cg., was announced recently by Dwight 
P. Joyce, Glidden president. L. Y. Pullian, vice- 
president, has been placed in charge of Durkee’s 
Louisville plant and refinery. George F. Atkinson, 
manager of the Louisville operation since 1940, has 
been appointed executive assistant to the president. 


®@ Voss Belting & Specialty Co.: The opening of a 
sales and service office in New York City by Voss 
Belting & Specialty Co., is announced by Robert 
J. Voss, vice president and sales manager of the 
firm. The office is located at 118 E. 28th Street, 
New York 16. 


@ Walter Baker Chocolate and Cocoa: Elmer G. 
Derby, manager of bulk sales for the Walter Baker 
Chocolate and Cocoa Division of General Foods, 
is taking a leave of absence to recover his health. 
It is expected that Mr. Derby may be away from his 
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desk for two or three months. Daniel E. Hegarty, 
assistant to the general manager, has been appointed 
acting bulk sales manager. 


@ George Lueders & Co.: Henry Krebs of the 
transportation department of George Lueders & Co. 
was tendered a luncheon recently in honor of his 
25 years with the firm. Mr. Krebs became the 43rd 
member of Lueders’ Veterans Organization. 


® Dodge & Olcott, Inc.: Francis T. Dodge, chair- 
man of the board of Dodge & Olcott, Inc., and Mrs. 
Dodge sailed recently on the R.M.S. Caronia for an 
eighty-five day voyage to the West Indies, east 
coast of South America, Rio de Janeiro, South 
Africa, east coast of Africa, Italy and France. 


@ Detecto Scales Inc.: Mack Rapp, vice president 
in charge of sales promotion at Detecto Scales, Inc., 
announces that the firm has published a 112 page 
history of scales. From the earliest recorded history 
to scales of the future, the book is artistically de- 
signed to show the scales in use by the people of 
each particular era. This beautifully illustrated his- 
tory of scales was published by the firm to com- 
memorate it’s 50th anniversary. Mr. Rapp an- 
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Check your 
supply needs 
HAND ROLL CREME 
NOUGAT WHIP 

X-L CARAMEL PASTE 
VAC-KRE-LAC 
VAC-KRE-MIKS 
COCONUT PASTE 

BON BON CREMES, etc. 


LOW PRICE LIST. 






for March, 1950 


maKe finer quality candies 


WRITE TODAY—for your copy of The Handy 
Candy Guide, Special Formulas and our NEW 









Candy Makers’ Supplies 


For over 30 years-Candy Makers Nationwide have 
found Senneff's Products—Improve Quality, Save 
Time, Increase Production and Reduce Costs. 





It's music to 
the candy makers 
ears 











| nounces that the book will be distributed free while 
| limited copies are still available to industrial li- 
VOORHEES hel | braries and educational institutions. Write to: 
ps | Mack Rapp, Detecto Scales, Inc., 540 Park Ave., 

| Brooklyn 5, N. Y. 
You make better 
@ Minneapolis-Honeywell Regulator Co.: James 
EASTER CANDIES H. Binger has been elected vice-president and gen- 
eral manager of the Belfield Valve division (Phila- 
delphia) of Minneapolis-Honeywell Regulator Co., 


it is < -ed by Harold W. Sweatt, president. 
Voorhees Rubber Candy Molds saves time, it 1s announced Db} ” I 


stops waste, simplifies operations, and in- 
sures greater perfection. 


Made of purest live rubber. Voorhees Molds 
are odorless and insure freedom from dust. 
They control moisture, and yield a better 
finished product. 


VOORHEES MOLDS are manufactured in 
all standard patterns, special holiday and 
novelty patterns or designs and brand mark- 
ings made to your order. 


If your jobber cannot supply you, write 


VOORHEES 


RUBBER MFG. CO., INC. 


151 East 50th St. New York 22, N. Y. 





AUTOMATIC BELT CONVEYOR attachment for use with its “Fill- 

master” vibratory package filling machine is announced by 

Stuyvesant Engineering Co., Lyndhurst, N. J. Attachment makes 
filling of dry and semidry products fully automatic, says firm. 








@ Dow Chemical Co.: 70,000 shares of Dow Chem- 
——-— - — — —_—_______- ical Co. common stock were recently offered the 


~ *s > rees a 5 g she , “as 
NESTLE’S °* PETER’S ° RUNKEL’s firm’s 14,000 employees, at $44.50 a share. Last 


| year Dow employees bought 43,000 shares of the 


| company’s common stock. 
| @ Pulva Corp.; F. Elmer Oswald who recently re- 
| signed from the Pulverizing Machinery Co., has 
s rs ; a : 80 > 
' . now formed the Pulva Corp., w ces ¢ 





, with offices and plant 
at 550 High Street, Perth Amboy, N. J. The new 
a> oy ? 


COATINGS company will manufacture a complete line of im- 
LIQUORS pact precision type pulverizers for granulating, wet 
COCOAS milling, and fine grinding. 








® Hilton-Davis Chemical Co.: William Miles has 
been appointed supervisor in charge of the newly 
established certified food color plant of the Hilton- 
Davis Chemical Co. Division of Sterling Drug Inc., 


to TASTE APPEAL! 


.--A trial order will convince you that 
TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 

Full-Bodied , Rich, Imitation GRAPE 
Luscious, Imitation STRAWBERRY 

Tantalizing, Imitation RASPBERRY 


Mw E MANN: BUSLE EF«c<woLtrFre 


LAMONT, CORLISS & CO. 


60 Hudson $t., New York 13,N.Y. | Branches in Principal Cities | 


224 West Huron Street Chicago 10, Illinois 
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James F. Thompson, Jr., vice-president, announces. 
Hilton-Davis recently started production of certified 
food colors, which are being marketed nationally 
under the brand name of “Paraqueet” by Sterwin 
Chemicals Inc., a Sterling subsidiary. 


F. C. FREY. is named staff 
assistant to the vice-president 
in charge of sales by Ameri- 
can Maize-Products Co. James 
B. Melick is vice-president in 
charge of sales. In the last 
issue, it was inadvertently re- 
ported that Mr. Frey was 
named vice-president in 
charge of sales. 





@ Integral Products, Inc.: Joe Eichberg announces 
his organization of a new company, Integral Prod- 
ucts, Inc., to specialize in supplying ingredients to 
the food industry. Mr. Eichberg, who continues as 
president of American Lecithin Co., is returning to 
New York after a year and a half in Mobile. 


Fruits, - 
Specialties: 


@ Borden Co.: Scientists and technicians of the 
Borden Company’s Chicago Milk Division have 
been conducting experiments on concentrating and 
freezing fresh milk for more than a year, announces 

















LATINI 
continuous DIE POP 


MACHINE 


© HIGH SPEED PRODUCTION 

© CONTROLLED WT. & SIZE OF POPS 
© INTERCHANGEABLE DIES 

© GUARANTEED PERFORMANCE 


© ECONOMICAL OPERATION 


pawn sh aa a 


REPRESENTATIVE 
JOHN SHEFFMAN—152 W. 42nd St., N.Y.C. 


CHOCOLATE SPRAYING CO. 


2035-39 W. Grand Ave. CHICAGO 12, ILLINOIS 
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There are many wavs to make 
Fondant. 


There are many different 
Fondant machines. 


But only the Instant and Con- 
tinuous Fondant machine can 
give you top quality Fondant 
with the greatest of ease—and 
the greatest of savings. Want 
to know how? Write us, we will 
gladly explain— 


i Confection 
Machine 
Sales 
(o. 


37 W. Van Buren 
Chicago 5, Ill. 
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AMBROSIA CHOCOLATE COMPANY 





page 52 





Oliver O. Smaha, president of the division. Mr, 
Smaha says, “We have already been able to con- 
centrate and freeze milk which has the nutrition 
contained in bottled whole milk. We have not been 
able, however, to come up with a product which 
has the exact taste appeal of bottled whole milk, 
but our experiments lead us to hope that we can 
eventually produce concentrated frozen milk which 
will be equal in every way to bottled whole milk.” 


@ Best Foods, Inc.: S. M. Hench, Western region 
sales manager for Best Foods, Inc., reports that the 
San Francisco plant is now in full production on 
all items in the company’s line of soft and hard but- 
ters, oils and fats, used by the confectionery and 
allied trades. This development is due to comple- 
tion of a factory expansion and modernization pro- 
gram, begun in 1948, and costing $1,500,000. The 
additions include a new refinery for processing co- 
coanut, cottonseed and peanut oils. 


@ Institute of Food Technologists: Charles L. 
Smith, chairman of the Nicholas Appert award jury 
of the Chicago section of the IFT, announces that 
Thomas M. Rector, vice-president of General Foods 
Corp., New York, and chairman of the panel on 
food, committee on equipment and materials, re- 
search and development board, Washington, D.C.,, 
has been selected as the Nichols Appert Medalist 
for 1950. Mr. Rector will be awarded the medal at 
the decennial conference of the Institute at the an- 
nual banquet May 23, at the Edgewater Beach Ho- 
tel, in Chicago. 


® Milprint Inc.: Plans for building a plant having 
about 325,000 square feet of space on a newly pur- 
chased 22-acre site in Milwaukee, are being made 
by Milprint, Inc. Production is now handled in 
three factories and a warehouse with a total of 
about 200,000 sq. ft. of space. 





NEW STICK CANDY MACHINE by Cottrell Candy Co. is reported 

to shape and size a round stick of candy in sizes from “4 in. 

diameter to 1 in. diameter, as well as square, flat, or triangular 
sticks. Capacity: 350 lbs. per hour plus. , 
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Mar. 9-15—National Ass’n of Variety Stores, Inc., 11th Variety Store 
Merchandise Fair, Hotel New Yorker, New York. 


Mar. 15-17—American Management Ass'n Marketing Conference, Hotel 
Statler. New York. 


Mar. 26-April 1—National Ass’n of Tobacco Distributors 18th annual 
convention and merchandise fair, Palmer House, Chicago. 


Mar. 28-31—National Plastics Exposition, Navy Pier, Chicago. 


Apr. 3-5—American Management Ass’n Production Conference, Hotel 
Statler, New York. 


Apr. 24-26—American Management Ass'n Packaging Conference, Navy 
Pier, Chicago. 


Apr. 27-28—Pennsylvania Manufacturing Confectioners’ Ass’n 4th An- 
ual Production Conference, Lehigh University, Bethlehem, Penna. 


May 7-10—Flavoring Extract Manufacturers Ass’n of the U.S. 4lst 
Annual Convention, Hotel Traymore, Atlantic City. 


May 21-25—Institute of Food Technologists Decennial Conference, 
ewater Beach Hotel, Chicago. 


May 22-24—American Management Ass’n Insurance Conference, Hotel 
Statler, New York. 


May 31-June 3—National Candy Wholesalers’ Ass’n 5th Annual Con- 
vention and Exposition, Commodore Hotel, Ncw York (tentative). 


June 1-2—American Management Ass’n General Management Con- 
ference, Waldorf-Astoria, New York. 


June 4-7—Associated Retail Confectioners of the U. S., 
Hotel, New York. 


Commodore 


June 4-9—National Confectioners Ass’n., 67th Annual Convention and 
24th Confectionery Industries Exposition, Waldorf-Astoria and 
Grand Central Palace, New York. 


August 6-9—27th annual convention, Southern Wholesale Confectioners’ 
Ass’n, Inc., Birmingham, Ala. 


® U.S. Wholesale Grocers Ass’n: The 58th an- 
nual convention and second Food Distribution Ex- 
position of the U.S. Wholesale Grocers Ass’n will 
be held at Cincinnati’s Music Hall, March 12-15, an- 
nounces Harold O. Smith, Jr., executive vice-presi- 
dent. J. Howard McGrath, U.S. attorney general, 
will be one of the speakers. 


® Variety Store Merchandise Fair: At the annual 
meeting of the National Association of Variety 
Stores, Inc., Frank Scharlott was again elected 
president, and Marvin E. Smith was reappointed 
managing director. 





Starch Trays 

© At their best! 
® At lowest prices! 
Masonite and Solid Wood Tongue@# 
and Grooved Glued Bottoms 
Nailed—Cement Coated Drive 


Screws—Lock Corner and Water- 
proof Glued Hard and Soft Wood: 





also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 
Mould Boards 
And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAYWOOD MFG. CO.., INC. 


11-13 Sterling Pl. Brooklyn 17, N.Y. NE 8-9832 
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COTTONSEED OIL 


PEANUT OIL 


HARD FATS 


Makers of America's 


Largest-Selling Brands of Margarine and Mayonnaise 
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Remember 
These 3 dependable 
P & F products 


@ PENFORD CORN SYRUP 


43° glucose, consistent for millions of 
gallons. Produced at the great P & F 
Cedar Rapids plant. 


® DOUGLAS MOULDING STARCH 


You can get two grades, “Regular” for 


loss replacements, and “Preconditioned” 
for new starch trays. 


@ CONFECTIONER’S “C” 
STARCH-THINBOILING 


A pure ingredient starch which helps 
insure tender jellies and gums, and 


PENICK & 


420 Lexington Avenue, New Yor 
— Cedar Rapids, lows 
























ECONOMY 
EQUIPMENT 


For 
CANDY and BISCUIT 
PLANTS 


BELTURNS for convey- 
ing around a turn with- 
out bunching. 


@ LUSTR-KOOLD chocolate, 
skinning and sandwich 
cooling tunnels and con- 
veyors. 


@ MISC. ITEMS: Packing Tables; 
Variable Drives; Stainless Steel 
Hot and Cold Slabs; Stainless 
Trucks, Pans and Racks. 


Also Special Equipment Made te Your Requirements. 


ECONOMY EQUIPMENT COMPANY 


4800 S. Hoyne Ave. Chicago 9, Illinois 



























KANDEX 


CONFECTIONERY STABILIZER 
Gives lasting freshness and smoother texture to your 
caramels and other chewy candies such as toffee, 
taffy, and kisses. Does not cook out. Each pound 
of KANDEX means another pound, or more, of your 
finest candy. SAVES TIME and EXPENSE. 

Write fer free testing samples—Dept. 400 


a 











NATIONAL FOOD PRODUCTS 
8 South Dearborn St. 
Chicago 3, Illinois 
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Confectioner’s Briefs 


(Continued from page 42) 





Friday, and Saturday. The Saturday morning ses- 
sion will be the closed session for wholesaler mem- 
bers of NCWA. Saturday noon will see a jobber- 
manufacturer luncheon followed by an afternoon 
business session of this group. 

The annual banquet will be held Saturday eve- 
ning, June 3, in the Commodore’s Grand Ballroom. 


Paul M. Beich, president of 
Paul F. Beich Co., has been named chairman of the 
Council on Candy of the National Confectioners’ 
Ass'n for the ensuing year, succeeding Irvin C. 
Shaffer, vice-president of Just Born, Inc., it is an- 
nounced by Philip P. Gott, NCA president. Mr. 
Gott also announced the addition to the council of 


@ Council on Candy: 


five new members. They are: V. H. Gies, vice- 
president, Mars, Inc., and Fred E. Magenheimer, 
secretary, Mason Au & Magenheimer Conf. Mig. 


Co., appointed vice-chairmen ; 
president, Curtiss Candy Co.; Bob McCormack, 
president, Bobs Candy and Peanut Co.; and Theo- 
dore Stempfel, vice-president, E. J. Brach & Sons. 


R. B. Schnering, vice- 


@ Pletcher & Pollack: A new circular, illustrating 
in color this firm’s line of metal cans, has recently 
been announced. This brochure is being distrib- 
uted and may be obtained by writing the firm at 
126 Fast 44th Street, New York 17, N. Y. 


® Lamont, Corliss & Co.: It is announced that 
John Fairgrieve is appointed assistant sales man- 
ager of Lamont, Corliss & Co. Mr. Fairgrieve’s 
headquarters will continue to be in Chicago. 


® New York Confectionery Ass’n Meets: The 
New York Ass'n of Manufacturers of Confectionery 
and Chocolate held a meeting recently at the Statler 
Hotel to discuss problems arising from the current 
water shortage in the city. Rules governing air con- 
ditioning and refrigeration have been issued to go 
into effect as of April 1. These are geared toward 
water conservation. 


@ Brock Candy Co.: The Brock Candy Company, 
Chattanooga, Tenn., plans an expansion program 
involving an estimated expenditure of $300,000 for 
an addition and new equipment, W. E. Brock, Jr., 
president of the company, announced recently. 


® Paisley Products, Inc.: New packaging adhe- 
sives developed during the past year will be fea- 
tured in the Paisley display at the National Pack- 
aging Exposition, Navy Pier, Chicago, April 24-27. 
Paisley personnel in attendance at the booth will 
include Joseph Morningstar, Murray Stempel, Earl 
C. Lenz, S. Schuller, L. J. LaBrie, Milton F. Lenz, 
C. J. Leggett, David Bookshester, W. C. Brown, 
Oscar Westerlund, Clarence Moser, W. O. Gar- 
wood, Herman Liberman, Martin Danford, M. Phil- 
lips, Charles Brooks, Ray Stone, Harvey Schamp, 
Robert Carr, A. Hess, and E. Bearman. 


@ National Food Brokers Ass’n: W. Jones of 
the Meinrath Brokerage Co., ~ hkl City, Mo., was 
elected national chairman of the NFBA at the or- 
ganization’s recent 45th annual convention in At- 
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lantic City. Watson Rogers is reappointed NFBA 
president by the 1950 executive committee. Mr. | Ow 0 ut 


Rogers will be serving his fifth term as president. | 





@ Fred Kimmel, Sr.: Retired candymaker, Fred | 
Kimmel, Sr., 91, died recently in his Chicago home. CLEANING 
Mr. Kimmel retired in 1932 after more than 50 years | 
as superintendent of the Kimmel Candy Co., later 
the Frank A. Menne Candy Co., and lastly the Na- | 


ee coe bo cotiveds firm went out of business the | Costs Told in Free Folder 


@e NCWA Intervention Granted by FCC: Appli- 
cation of the National Candy Wholesalers Ass’n, yes a8 : 
[nc., to intervene in the case of Curtiss Candy Co., | ERE, in this fact-filled folder, you'll find sound 
Docket 4556 and 4673 before the Federal Trade suggestions you can put to work right away for 
Commission, has been granted, according to an an- reducing your plant and equipment sanitation costs. 
nouncement by John F. Poetker, Jr., chairman of the Real help on saving money in removing caramel from 
NCWA board of directors. Oral argument on the copper cooking kettles; descaling and desliming cool- 
Curtiss motion to reopen the case is scheduled for ing and water-circulating units; cleaning floors, large 











March 27, and NCWA is expected also to file a equipment; sanitizing handling and processing units. 
poet on it. As the first step in setting up a completely effective, 
@ NCA Meeting: A program on plant sanitation low-cost cleaning and sanitation program—to protect 
was recently presented in Chicago under the spon- | purity and flavor of your product, send for a copy of 
sorship of the National Confectioners’ Ass’n, at the | this FREE folder today. Oakite Products, Inc., 36C 
Furniture Club of America. The program was for | Thames Street, New York 6, N. Y. 


candy manufacturing executives and plant person- | 
nel in Illinois, Indiana, Michigan, and Wisconsin. 
Chairman of the dinner meeting was Otto Windt, me NG 
E. J. Brach & Sons, who is the Chicago member 
of the NCA Sanitary Advisory Committee. AKI 

The meeting program featured the initial showing | peney ane SORE Pet Ore 
of a new cartoon-styled, colored slide series on com- ~ 
mon sources of insect infestation in plants with a 


eqavitt0 INDUSTRIAL Cp, 





(Please turn to page 68) 
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Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 
The Snow Flake Cream Beater is a MUS I 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 





To Prospective Purchasers of USED WERNER 


whitening the Fondant. EQUIPMENT. 
Years of experience have proved and verified pend ousiiesing the upochene of wood equipment it te 
© ry e etermine e exact age %I such equipment. 
mat ona a bandh age el soar pe agp gn 18 It is suggested that you obtain the serial number of 
c yrup any of our equipment under consideration and write to 
better and faster, with the desired result at its us, the original manufacturers, requesting information 
maximum. as to its age and the availability of parts for repairs. 


We, as manufacturers of this equipment, will be glad to 


Make your next installation a Peerless Syrup co-operate by supplying this information. 


Cooler and Snow Flake Cream Beater. 


JOHN WERNER & SONS, INC. 


713-729 Lake Avenue Dashester 13, N.Y. 
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Catch the eye, and tempt the palate—that’s a formula that has 
sold a lot of candy... Long aware of this fact, candy men have 
striven constantly to make their packages ever more inviting. 
And in case after case they've chosen our Model FA to help them 
do the job. 

The FA is an extremely flexible machine —can be made to 
handle cartons, open boats, or extension-edge boxes. It is adapt- 
able to virtually any plain or printed wrapping material. More- 
over, it is quickly adjustable for a great variety of package sizes, 
often permitting the wrapping of a complete line on a single 
machine. Speed—up to 100 packages per minute. 


QUICK-DETACHABLE PRICE MEDALLIONS 


A recent development has made it possible to equip the FA so 
that it will automatically apply quickly-detachable price medal- 
lions during the wrapping process. 

Get complete information on the fast, flexible Model FA. 


Write for our FA folder 


NEW YORK CHICAGO BOSTON CLEVELAND ATLANTA DALLAS 
DENVER LOS ANGELES SAN FRANCISCO SEATTLE TORONTO MEXICO, D.F. 
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The quickly adiustable Model FA 


PACKAGE 


MACHINERY COMPANY 


SPRINGFIELD , MASSACHUSETTS 
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Imagination and initiative 
keynote latest candy 


by CLYDE C. HALL 


The Manufacturing Confectioner 

































packages 


MAGINATION AND INITIATIVE noticeably theme the indus- 
I try’s new candy packages. Increasingly more distinc- 
tive, the packages now being introduced reyeal a reem- 
phasized trend toward sales-producing packages that are 
increasingly more consumer-interesting. 

“The package that says it for you,” for example, is 
Maillard’s apt description of its new “Autogram” pack- 
age. An attractive red, the one-pound, single layer, full 
telescope package does just that! Incorporated into the 
design of the cover is a gold foil label on which custom- 
ers may write their own personal messages with an or- 








NEW DISPLAY CARTON for Switzer's “Old Fashioned 
Licorice” is eye-catching yellow and black, “terraces” 24 
packages for attractive. space-saving display. 

dinary pencil. The message becomes permanently en- 
graved as a remembrance—a feature that offers both 
ca: complete personalization of the package and appropriate- 
- ness for gift-giving on every occasion. “There is no 
doubt in our minds that it will stimulate business at the 
retail level, where so many accounts are looking for new 
merchandising ideas,” says W. F. Ratoff, sales manager 
of The Maillard Corp., New York. Announcement of the 
“Autogram” package of selected chocolates, which sells 
for $1.50, has brought “exceptional” response, he adds. 
(Maillard’s “Autogram™ package appears on the front 
cover of this issue of THE MANUFACTURING CONFECTION- 
ER.—Ep. ) 
A “candy box that talks” is also being introduced by 
a plastic fabricator. Made of transparent, rigid acetate. 


TALKING CANDY BOX. shown at left. features record on 
‘op. Record plays “Hello, Sweatheart.” when turned by 
hand. Box is transparent plastic. has “waffled” bottom. 
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U/ The 


HOLM Leripherd Tiler 


gives continuous, trouble-free automatic weighing and filling, 
even on difficult products. Candies, whole or shelled nuts, 


macaroni and noodle specialties, hardware items like rivets, | 


nuts, screws, etc.—in fact, practically any semi-free and 


many non-free-flowing materials can be handled fast, efficiently | 


and accurately with the HOLM. 
This sturdy machine may be fed either by an independent supply 


hopper, or by conveying direct from ovens, inspection tables, | 


etc. No small openings or obstructing parts to jam up—weighing 
accuracy and filling speed are not interfered with. Just turn on 
the HOLM and it sets a steady pace for production! 


For a low-cost solution to your difficult filling problem, send 
for full details on the HOLM at once! 


SEND / 





ILLUSTRATED 
FOLDER ON 


MACHINES FOR: Wrapping . . Sheeting-Giuing . . Bag 
Making . . Bag or Carton Filling . . Bag Sealing . . Heat 
Sealing (Hot Plates & Hand Irons) . . Sandwich Making 





HOLM Weighers & Fillers DISTRIBUTED BY 


Aunsco 


Prckecing Miachinery. inc. 


Mille: 
Wrapping & Sealing Machine (a 
18 SOUTH CLINTON STREET 

| CHICAGO 6, ILLINOIS 





31-31 48th AVENUE, 
LONG ISLAND CITY 1, N. Y. 
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the circular, single-layer plastic container features a ree. 
ord top. When the record is hand turned, it plays “Hello, 
Sweetheart.” Directions for playing the record are con- 
tained on the disk, which forms the main design for the 
top of the container. The water-clear package shows off 
the candies, each of which are individually wrapped in 
different colored foil. A “waffled” bottom on the con- 
tainer provides extra decorative effect. 

A square Valentine package at Marshall Field & Com. 
pany, in Chicago, “really attracted interest” and boosted 
candy sales, says Herbert Knechtel, manager of Field's 
candy manufacturing and merchandising operations. Be. 
lieved by Mr. Knechtel to be the first square Valentine 
package, he states it was a daring move to provide cus- 
tomers with something distinguishingly different from 
the conventional heart shaped packages traditional on 
this occasion. The new double extension, full telescope 
package is red and white, and the design motif is based 
on Valentine hearts. The top panel, which is about 10 
inches square, is vertically divided into a red and white 
section. On the red half is a fairly large white heart. On 
the white half are arranged three rows of three gold 
hearts in each row, followed by the name of the firm in 
red script lettering, and then three more rows of gold 
hearts duplicating those above the logotype. The package 
is tied diagonally at the ends with red ribbon. The pound 
box retails at $1.95, the two-pound at $3.90. Additional 
customer interest in the new package was also achieved 
by making it available on Field’s street floor (the candy 
department is on the third floor) from attractively deco- 
rated carts attended by girls in Valentine-themed aprons. 

In expanding its line of candies with a children’s item, 
the Great Atlantic and Pacific Tea Co. is utilizing a cir- 
cus wagon carton for “Worthmore Animal Candies.” 





NEW CIRCUS WAGON carton for “Worthmore Animal 

Candies” is being introduced by the Great Atlantic and 

Pacific Tea Co., features cutout animals, cellophane window. 
and special locking ends for added security. 


Gravure printing gives eye-catching brilliance to this car- 
ton, and multicolored animal shaped candies show 
through the cellophane window. One of a series of eight 
different animals—including a gorilla, lion, zebra, gi- 
raffe, elephant, tiger, camel, and hippopotamus-—appears 
on the back panel, with cutout and standup tabs and a 
legend explaining the animal. To embellish product iden- 
tity, a seal and monkey appear on the top of the carton, 
a red-jacketed ringmaster on one end flap, and a clown on 
the other. The cut-outs are designed to provide children 
with an incentive to assemble the entire set of eight ani- 
mals. Special locks on the ends help make the carton 
more secure and better able to withstand shaking by the 
children. 

Combining both the practical and the sentimental. De 
Met’s “Queen of Hearts” is a candy-filled sewing heart 
of natural finished wood. Ribbon-tied, the hinged top 
opens to reveal two pounds of this Chicago manufactur- 
ing retailer's light and dark chocolates with asso 
centers. Ten spools of colored thread stand on spindles 
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Palmer Carton Former Photos Courtesy Package . Machinery Co., Palmer Division, Springfield, Mass. 


Wi opeis _— speed packaging requires modern high speed 


ADHESIV. aisley Scientific Research has anticipated 

industry’s needs. Remarkable new Adhesives have been de- 
veloped for Super-Speed operations. Whether it’s a PALMER 
(102 per minute) Continuous Carton Former or other high speed 
machines, there’s a Paisley Scientific Glue developed to the 
highest known degree of perfection for each specific operation! 
You can expect efficient, continuous production, hour after hour, 
from these new and better Adhesives. They are designed for 
single or double end cartons and for whatever stock is being 
run. And they'll withstand the constant agitation of fast applying 
mechanisms. Tell us your package forming or labeling prob- 
lems. Benefit from the newest developments in Scientific Ad- 
hesive engineering. 


0 Free set of Laboratory Reports describing wide range of 
SEND FOR Paisley Adhesives fer Palmer Machines. 
ee is Free 6 page Folder and Adhesive Operation Data Sheet for 
consulting service on correct adhesives te fit ALL your lebel- 
ing, sealing and peckaging operetions. 


1. &2, Continuous chain feeds glued blanks to mandrels and forming plates — glues must seal instantly on contect et 
speeds over 100 per minute! 


3. & 4 Continuously revolving give rollers require dependable, economical adhesives that won't break down under 
constant agitation. 
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around the chocolate assortment and are visible along 
the sides of the sewing heart when closed. “Daintily 
ribboned,” the “Queen of Hearts” sells for $6.25. 


In New York, at Blum’s Lord & Taylor shop, a five- 
and-a-half pound French heart was an attractive feature. 
Topped with a double corsage of velvet flowers handmade 
in France, the package was priced at $22.50 and in- 
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cluded an assortment of the firm’s “very best pieces.” 


Following three months’ pretesting in four major met- 
ropolitan candy markets, Switzer’s Licorice Company, 
of St. Louis, is introducing a new eye-catching yellow 
and black adjusting display carton which “terraces” the 
24 packages of licorice for attractive, space-saving dis- 
play. “The color, design, and shape of our new carton 
have been thoroughly tested, and with it dealers will find 
it much easier to stock and display Switzer’s licorice,” 
says a company spokesman. “The display carton pro- 
vides excellent brand identification. It is light weight, 
convenient to use and handle, and will show a marked 
increase in consumer demand for Switzer’s through 
greater impulse buying.” The licorice is being advertised 
nationally through the firm’s most extensive campaign in 
its history. 


Sales-producing imagination and initiative theme the 
novelty items, too. Victoria Sweets, of Brooklyn, is 
offering a juvenile “smoking set” of molded chocolate 
pieces. Included in the set are a pipe, cigarettes, cigars, 
and even a pack of matches—all of chocolate. Weight is 
2 3/8 ounces. A 20-slice, gold foil wrapped chocolate 
apple, manufactured by Droste Cocoa & Chocolate Works, 
of Haarlem, Holland, attracts attention at Stop & Shop, in 
Chicago. Packaged in a blue cube-shaped box, the apple 
opens into 20 pieces when “pinched gently.” It weighs 


seven ounces and sells for 89 cents. And at Walgreen’s 
new State Street store, in Chicago, an oversize candy-filled 
ball point that actually writes is being offered at 19 cents, 
The transparent plastic case contains three hard candy 
sticks, has a bright colored cap. Weight is 7/8 ounce. 


@ Packaging Institute: A meeting of all the Tech- 
nical Committees of the Packaging Institute has 
been called for April 25 by general chairman, Robert 
E. S. Couch, of General Foods Corp. This meeting 
will be held in Chicago at the Furniture Club in the 
Furniture Mart, 666 Lake Shore Drive, during the 
AMA Packaging Conference held during the same 
week. A luncheon at 12:30 will precede the separate 
meetings. 


@ Macy’s: A Bouchette package, which contains 
48 pieces of mint fudge to the pound box, priced at 
79 cents, has recently been introduced by Macy’s, 
New York. This item, packaged exclusively for 
Macy’s, has a center of creamy chocolate fudge with 
oil of peppermint added and is dipped in milk choe- 
olate. The box is novelty type in brown and white 
with lace motif which gives it a home made look. 


@ National Automatic Merchandising Ass’n: Er- 
nest H. Fox, president of the Austin Packing Co, 
Baltimore, Md., is the new convention and exhibit 
chairman of the NAMA. The 1950 vending fair will 
take place November 12-15 at the Palmer House, 
Chicago. Over 50 firms have already signed space 
contracts to exhibit. 














AUTOMATIC WRAPPING 


. AT LOW UNIT COST 


Hayssen Wrapping Machines are designed to meet 
the wrapping needs of candy manufacturers every- 
where. Dependable . . . simpie in design . . . low 
in initial cost . . . fully automatic . . . easily adjustable 
to a wide range of sizes . . . the Hayssen keeps your 
wrapping cost at a low level. Eye-catching printed 
overwraps are registered by the Hayssen Electric Eye. 
The speed of the Hayssen is easily regulated to keep 
your production line running smoothly. 40 years of 
wrapping machine experience are built into every 
Hayssen. Send your wrapping problems to us. Hayssen 
engineers will be glad to help you solve them. 


Hayssen Mfg. Company Sheboygan, Wis. 


Hayssen Wrapping Machines are 


built in many size ranges, capac- 
ities and speeds. Write for de- 
tailed information and name of 


ur Ha ssen fr re ent ive. LEecTRiIC EY 
esther eames eee 7 WRAPPING MACHINES 


© IT PAYS TO WRAP THE HAYSSEN WAY @ 
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Here’s the smart, new way to greater 
merchandising opportunities for candy, 
salted nuts, candied fruits and many 
other foodstuffs. Eye-appeal means buy- 
appeal for your products when they are 
displayed with the “showcase” trans- 
parency of sturdy rigid containers made 
of Styron (Dow Polystyrene). Economi- 
eal Styron rigid containers stand out at 
the point of sale over the usual card- 


AVAILABLE IN 


STOCK 


Flexee! Container: Flexible lid 
tainer rim . . . 


board containers and give your customers 
that important bonus value . . . RE-USE. 
Plan to use these attractive containers 
. . . then watch your sales increase! 
These low-cost Styron rigid containers 
are available in a wide variety of stand- 
ard sizes and shapes or they can be 
manufactured to meet your individual 
specifications. Write Dow today for com- 
plete information. 


Plastics Division, Dept. SRC-13. « THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 


The Dow Chemical Company 

Piesncs Division, Dept. >xL- 13 

Midland, Michigan 

Please send me further information about 
Styron Rigid Containers. 


New York © Beston © Philadelphia © Washington © Atlanta © Cleveland © Detreit © Chicage © St. Louis © Houston © San Francisce © Les Angeles © Seattle © Dew Chemical of Canada, Limited, Terente, Canada 
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Seasonal “peaks” no problem when candies 
are protected with Desiccite* = 


CANDY MAKERS— Level out seasonal production peaks by 
manufacturing on an economical basis months ahead—then 
storing your candy economically with Desiccite #25—the - 
drying agent that protects freshness, “dryness,” flavor, and ° 
gloss from damaging moisture. 


RETAILERS AND JOBBERS—For increased turnover and elim- 
ination of “returns,” demand Desiccite-protected candy 
from your manufacturer — your displays and stocks will then 
be factory-fresh, dry, and glossy. 


GET THE FACTS — Write your nearest Desiccite distributor: 
L. H. Butcher Co., Los Angeles, San Francisco, Portland, 
Seattle, and Salt Lake City; Eaton Chemical & Dyestuff 
Co., 1490 Franklin Street, Detroit; Prior Chemical Corp., 
New York City; Thompson-Hayward Chemical Co., main 
office in Kansas City, Mo., and branch offices throughout 
principal cities in central and southwestern states. 


Dry pack with 


~ DESICCITE #25-- 


Desiccite manufactured by FILTROL CORPORATION 
General Offices: 634 S. Spring St., Los Angeles 14, California 
Plants: Vernon, California and Jackson, Mississippi 


=e =e Oe eee © eee 6 eee 8 6 6 6.0 6.0 eR ae 6 Oe eS OSS 8 OS 6 BS 4 SCS 
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$37 Of U.S. theaters 
sell candy in lobby 


average sale is 8.5 cents; 
56.6% of show patrons buy; 


lobby stand best outlet 


Rverr U. S. THEATER of more than 1,000 seats sells 

candy either from lobby stands or from vending 
machines. And of the nation’s 18,600 movie houses, 15,- 
448—or 83 per cent—make it available to patrons. With 
chewing gum included among candy, sales of candy are 
second only to popcorn in theater lobbies, ahead of both 
beverages and ice cream. What's more, movie patrons— 
as a result of trained lobby staffs and persuasive attend- 
ants—are tending to buy higher priced products and 
large “economy sizes.” In the right type of theater, the 
movie patron, properly approached, is a prospect for 
better confections and boxed merchandise, as well as for 
nickel and dime items. Average price per sale is 8.5 
cents. And 56.6 per cent of movie patrons buy, for a 
total of 50,940,000 sales weekly. 


46.27% Handle Gum 


These interesting findings for candy manufacturers 
and their sales managers are indicated in the 1949 
national census of the theater industry just released by 
the movie industry magazine, Exhibitor. Popcorn, the 
survey indicates, is handled by 89.6 per cent, or 16,667 
of the nation’s 18,600 theaters; beverages by 46.4 per 
cent, or 8,640 theaters; chewing gum by 46.2 per cent, 
or 8,603 theaters; ice cream by 23.7 per cent, or 4,408 
theaters; and cigarettes by 17.7 per cent, or 3,292 the- 


Table No. 1 


Survey of Merchandise Handled 
1to500 501to1000 1001 Seats Average 























Seats Seats and over 

Camdy - ccccecrons 76.3% 93.4% 100.0% 83.0% 
Popcorn 1. 90.1% 710.7% 89.6% 
EE EEE AS 63.4% 75.6% 46.4% 
Ice Cream ..... y 40.0% 41.4% 23.7% 
Chewing Gum 09 57.9% 34.1% 46.2% 
EN ee era u 26.2% 20.0% 17.7% 
All four items: candy, popcorn, 

beverages, and ice cream ............ 11.4% 35.5% 39.0% 20.4% 
Came GUI cceececcevcccseecscncccsscnesecsescoes 06.6% 06.5% 10.0% 06.8% 
yl 19.3% 05.4% 0.00% 13.9% 
Candy and popcorn only ................ 36.0% 21.3% 14.6% 30.8% 


aters. In contrast to candy, which was handled by 83 
per cent of the theaters in 1949 and by 84.4 per cent in 
1947, when a previous survey was made, gains are in- 
dicated in the percentage of theater outlets for all other 
items. In 1947, popcorn, for example, was handled by 
88.2 per cent of the theaters, beverages by 19 per cent, 
chewing gum by 41.5 per cent, ice cream by 5.7 per cent, 
and cigarettes by 10.1 per cent. For convenience, 

1949 percentages of various size theaters handling the 
various items are shown in Table 1. Table 2 shows the 
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ROSE CANDY MACHINES 


FOR HIGH SPEED WRAPPING 


NOW you can get AMF Rose Candy Machinery at prices that pass on to 





you the full benefit of the devaluation of the British Pound. 


High speed production has always meant greater operating economies and 
lower wrapping costs. With devaluation, your initial cost of this superb machinery 


is now lower too, making AMF Rose Candy Machines a top investment for you. 


IMMEDIATE DELIVERY On AMF Rose Eagle, AMF Rose 
Unique, AMF Rose Horizontal Batch Roller. 





AMF ROSE ALBION FLYER AMF ROSE EAGLE AMF ROSE TRIUMPH 
Forms, cuts and twist-wraps rectangular or Automatically forms, cuts and fold-wraps Automatically forms, cuts and twist-wraps fancy- 
cylindrical shaped pieces. For Hard Candy,Toffee, Caramels and plastics. 500 pieces per minute. centered rectangular or cylindrical shaped pieces 


for Hard Candy, Kisses, Toffee, and other 
plastics. 500 pieces per minute. 


Nougats, etc. 500 pieces per minute. 


AMF ROSE UNIQUE 


Semi-auvtomatically fold-wraps preformed pieces 
of uniform size. Up to 160 pieces per minute. 


AMF ROSE HORIZONTAL AUTOMATIC BATCH ROLLER > 


Automatically spins plastic candies and forms a rope for feeding into 
F.W.T., R.A.F., Eagle, Triumph and other automatic piece-forming machines. 





For information and prices write to Mr. B. L. Ahrens, 
American Machine & Foundry Co., 485 Fifth Avenue, 
New York I7, N.Y., or to Mr. Charles L. Clock, West 
Coast Sales and Service Headquarters—1258 
Mission Street, San Francisco 3, California. 











(an?) ROSE CANDY MACHINERY 
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price range of sales. 
method used by the various size theaters. Table 4 shows 
the volume of sales and the average price per sale for the 
various size theaters. 


Table 3 shows the type of selling 


Table No. 2 


Price Range of Sales 


1.o5uv 9vit01000 1001 Seats Average 











Seats Seats and over 
At 5 cents 36.5% 40.0% 39.6% 37.7% 
At 10 cents .. 40.3% 38.6% 39.3% 39.9% 
At 20 cents 11.9% 11.8% 08.3% 11.6% 
At 25 cents and UP veecccseeccsceeseee 11.3% 09.6% 12.8% 10.8% 


Of top importance in the theater sales picture is the 
lobby stand and store. Personally attended lobby stands 
are found in 12,647 theaters, and they are reported “the 
dominant leader in all size classifications.” 

A slight superiority is indicated for this type of equip- 
ment in smaller theaters. This tends to diminish in the 
intermediate and larger theaters, where vending machines 
increase in popularity. Vending machines are used in 


Table No. 3 


Types and Locations 
1 to 500 501 to1000° 1001 Seats Average 





Seats Seats and over 
Vending machines only ................. 02.7% 04.1% 07.1% 03.4% 
Lobby stands and stores ............ 70.3% 66.5% 57.1% 68.1% 
TEIIUEE > -eathentiiectnnctepestidieiitemdmartntih deinen . 27.8% 29.4% 35.8% 28.5% 





an estimated 5,993 theaters, or 31.9 per cent of the total. 
Their use in both the smallest and largest theaters is 
noteworthy as (1) an adjunct to the candy stand in the 
more remote areas of balconies, lounges, etc., and (2) as 
standby equipment during the matinee and off hours 


Table No. 4 


Volume of Sales 
1to500 501to1000 1001 Seats Average 





‘Seats Seats and over 
Average number of sales for 
SE PIII: cs tancingscootancipecbiscevutetalos 56.4% 64.6% 36.2% 56.6% 
Average price per sale ................ -082¢ .091le 0.09¢ -085¢ 


when personally attended stands can not be profitably 
operated. 

Jobbers and wholesalers are key sources of confection 
(candy, chewing gum, beverages, and ice cream) supply, 
the survey also indicates, and are utilized by 77.8 per 
cent, or 14,471 theaters. Sources from which theaters 
in the various size classifications purchase are shown in 
Table 5. 


Executive operation of the confection outlets in theaters 


















KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
combination. Once a day service. An 
automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


Kiwi CODERS coRP. 
3804 N. Clerk St., Chicago 1 
Inks for Any Surface 
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is concentrated among theater owners in the smaller show 
houses, Exhibitor’s survey indicates. In the intermediate 
size movie, there is a falling off in owner operation jn 
favor of the concessionaire. In larger theaters of 1000. 
plus seats, situated mainly in the more concentrated po 

ulation areas, a complete reversal occurs in favor of con. 
cession operation. Citing the importance of location 
factors in influencing the type of operation, the survey 
projects its findings to the 18,600 theaters as follows: 
14,973 theaters actively operating and controlling theatre 
sales themselves and 3,727 utilizing concessionaires, 
Table 6 shows the methods of operation for the various 
size theaters. 


The increasing importance of confection sales in the- 
ater outlets is another trend indicated by the survey. All 


Table No. 


Source from which Purchased 
1to500 501to1000 1001 Seats Average 





Seat» Seats and over 
TELE Se 28.7% 31.1% 15.8% 28.7% 
| GOOLE LE TENE 01.5% 04.1% 0.00% 02. 3% 
Wholesaler 53.7%* 44.69%°% 26.3%* 49.1% 
CONCeSSIONAITE .............00ceceressesecereseee 16.1% 20.3% 57.9% 2008 
*Both Jobber and Wholesaler ....... 02.5% 04.1% 0.00% 02.8% 


theaters receiving 1949 questionnaires, for example, 
specified some type of confection vending. By contrast, 
in 1947, “5.6 per cent of the nation’s theatermen were 
violently opposed to anything but motion picture enter- 


Table No. 6 


Methods of Operation 
1to500 501to1000 1001 Seats Average 


~ Seats Seats _ and over 
Operated by OWMNET  ........ccceccceceeeee 85.4% 77.2% 47.6% 80.5% 
Operated by concessionaire ........ - 14.6% 22.8% 52.4% 19.5% 


tainment within a theater.” Reasons suggested for the 
changing trend include: (1) growing patron demand, 
(2) drive-in competition, and (3) “other possibilities.” 
(As reported in THE MANUFACTURING CONFECTIONER for 
January, p. 69, “sideline” sales of candy, popcorn, and 
beverages by theaters are helping counteract slipping box 
office revenue, with one Cleveland theater reporting as 
high as 20-24 per cent of its total dollar revenue accruing 
from such refreshments. A survey by Motion Picture 
Herald in 1949 indicates theaters account for 29 per cent 
of all candy sales in the U. S. Sales of candy manufac- 
turers direct to theater chains during 1948 are estimated 
at about 2 per cent of total sales, reports the Dept. of 
Commerce.—Ed.) 
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Brokers ... 


For new candy lines, list your 
firm in the Confectionery Brokers’ 
Section of THE MANUFACTUR- 
ING CONFECTIONER and THE 
CANDY BUYERS' DIRECTORY. 
Low rate is only $15 a year. 


THE MANUFACTURING 
CONFECTIONER 


9 Clinton St., Chicago 6, Ill. 
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show ° coverage is so broad. Some criticism might be made 
diate Book Reviews of retaining articles from previous editions, e.g., as 
on in Fondant Paste and Invert Sugar Manufacture, yet 
1000. these articles provide basic, necessary data.—W. H.C. 
Pop ag 
stn, | Antoinette Pope School Candy Book whsents Roving ony for Retailers 
urvey Antoinette and Francois Pope, 1949, 112 pages. $2.50. P j ™ 
lows: The purpose of this book is to simplify and teach those Dr. Harry A. Mitchell, 66 pages, 1949. ' 
eatre interested but unable to attend classes that candymaking Based on a year-long study of buying practices of 
aires, can be done successfully in their own homes. This book 1,300 merchants in a six-state area, Dr. Mitchell’s study 
riogs ss the outcome of numerous requests for the school’s —- the importance of wholesalers in the movement 
recipes and methods of procedure. All the recipes for the o age 90 the manufacturer to the user. Dr. ~oagre 
- the. candies made in the Antoinette Pope School of Fancy ae :. . le pee oe mint pany data on t e -_ 
All Cookery re Chicago, are in this book in home size for- who ws er. it is, nonet eless, an informative work tor 
mulas, states the preface. Eight pages of photographs of marketi ag men. Copies are available from Tulane Uni- 
various types of candy illustrate this book for making versity, where Dr. Mitchell is professor of marketing. 
candy in the home. Sf SABENA NT PETRY TN ALWAY 
verge Food Industries Manual S 
“ Edited by T. Crosbie-Walsh, 16th edition, 1127 DEPENDABLE 
9.1%" pages, $8.75. 
286 This book is in encylopaedic form and, as in any 
book of this nature, the reader may be disappointed 
nple, in the brevity. As such a large field is covered, how | 
rast. ever, complete coverage is impossible. 
wate Sections discuss Cereals, Sugar Confectionery, Can- | 
nien ning, and Preserving, Meat Products, Pickles and | 
Sauces, Dairy Industry, Dehydration, Edible Fats and 
Fatty Foods, Fruit Juice Products, Storage and Re- 
frigeration, Handling Equipment, Packaging, Boiler 
House, Composition of Foods, and indices. Ke WRAPPING 
erage The U. S. reader must recognize differences be- 
tween the British and American customs, especially 
aa the food regulations of the two countries. Pos“ dadew MACHINES 
ple, under Colours for Confectionery, Rhodamine and | 
) Carmoisine F are not permitted in the U.S.A. | 
Be The section devoted to candy, chocolate, jams, and nani fact, Ss 
os.” jellies consists of 92 pages and discusses raw materials, able and economical. The SEN- 
"for plant equipment, methods of manufacture, and _test- The satisfaction of KNOWING !OR MODEL wraps 160 pieces 
ail ing methods. This section provides a maximum of in- that their wrapping machines ergy BF pt a 
b formation in the minimum of space. will give EFFICIENT, UNIN- eos oi pri 
ox TERRUPTED SERVICE AT ALL to 425 pieces per minute. 
y as ; Other sections are of interest to the confectionery TIMES is just one reason why Both machines are built for the 
uing industry : e.g., packaging. Chocolate packaging oc- candy manufacturers the world most exacting requirements 
rune cupies three and one-half pages, and confectionery over prefer IDEAL Equipment. and carry our unqualified 
ona packaging comprises two pages. Six pages dealing with These mechines, uifable for querentes. 
fac transparent wrappings provide information combed Write For Complete Specifications and Prices 
sted from many sources. 
- of This manual should prove valuable as a quick, con- IDEAL WRAPPING MACHINE 
venient means of reference. It is hardly possible to EST. 1906 
expect a reference book complete in all details when MIDDLETOWN, N. Y. - - - U. S. A. 
be 
TRANSPARENT Plastic BOXES 
“GLAMORIZE" Their 
Contents! Candy and 
ir Nuts take on a festive 
" air when packed in 
- : WEINMAN Contain- 
E eet °. 18 ers. Send for samples 
fe and make tests. Prove how YOUR products will 
sell better in these distinctive boxes! 
WEINMAN BROTHERS, INC. 
; MANUFACTURERS 
3260 W. GRAND AVE., CHICAGO 5! 
ae for March, 1950 page 65 














POSITION WANTED 





Candy executive: Over 20 years experi- 

ence covering general management, 
sales, and sales management, production 
and purchasing, personnel as well as wide 
experience in retail chain merchandising, 
layout of plants and departments, cost 
control and creating new items both pack- 
age and bulk for either wholesale or 
retail. A-l references. Can go anywhere 
but prefer far-west or mid-west. Would 
welcome personal interview and can ar- 
range for same. Box A-300, The MANU- 
FACTURING CONFECTIONER, 9 S. Clinton 
St., Chicago 6, Ill. 


PRODUCTION OR ADMINISTRATIVE AS- 

SISTANT: Willing to start at bottom in a 
definite program. Five yrs. college training 
in bus, adm., food tech., and mech. eng. 
Cost conscious, quality minded, and good 
knowledge of plant mcintenance. Have had 
successfull tenures in plant management, 
production & quality control. Box A-3012 
The MANUFACTURING CONFECTIONER, 
9 S. Clinton St., Chicago 6, Ill. 





CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
$9 South Clinton St, 

Chicago 6, Ill. 


oe err rrr rrrer 


ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











Brokers... 


For new candy lines, list your firm 
in the Confectionery Brokers’ Sec- 
tion of THE MANUFACTURING 
CONFECTIONER and THE CANDY 
BUYERS’ DIRECTORY. Low rate is 
only $15 a year. 
THE MANUFACTURING 
CONFECTIONER 


9 S. Clinton St. Chicago 6, Ill. 











| MISCELLANEOUS (Contd.) a 








Chicago manufacturer has blunt 

round wood sucker sticks 4%" 
x 11/64" price 55c per M, F.OB. 
Chicago. Box B-307, Thee MANU- 
FACTURING CONFECTIONER, 9 S. 
Clinton St., Chicago 6, Il. 














| MACHINERY WANTED 





| BUSINESS FOR SALE 





HELP WANTED 





WANTED: An all around candy man 

experienced in all lines except pan 
work. Steady employment and good in- 
come to right man. Give full experience 
and income expected in first letter. Box 
A-306, The MANUFACTURING CONFEC- 
TIONER, 9 S. Clinton St., Chicago 6, Ill. 














SALES LINES WANTED 





WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 








REPRESENTATIVE WANTED | 





Manuf. Rep. wanted to sell large plush 

toys as side line, Comm. basis. Joy- 
land Toy Co., 156 Ludlow St., New York 
2 Xe 








PERSONAL 








Will anyone knowing whereabouts of Ed 

Faierheller please ask him to communi- 
cate with Harry Lataner, Box 251, Phila., 
Pa. 


page 66 











FOR SALE—One of the finest wholesale 

and retail small candy manufacturing 
businesses in Toronto, Canada. Best busi- 
ness section. Will stand fullest investiga- 
tion. Owner wishes to retire. Box C-205 
The MANUFACTURING CONFECTIONER. 





FOR SALE: Business and equipment of 

complete candy and ice cream manu- 
facturing plant with retail store. Good 
lease. In heart of Mother Lode (California). 
18 years successful business. Box A-3011 


The MANUFACTURING CONFECTIONER. 








| MISCELLANEOUS | 








WE BUY & SELL 


ODD LOTS * OVER RUNS » SURPLUS 








SHEETS*ROLLS-SHREDDINGS 
Cellopkane rolls in cutter boxes 100 ft. or more 
ALSO MADE OF OTHER CELLULOSE FILM 


Wax - Glassine Bags, Sheets & Rolls 


Tying Ribbons—A!! Scotch Ta 
Colors & Widths Clear & Colors 
Diamond “Cellophane” Products 
Harry L. Robert I. Brown 


“At Your Service” 
74 E. 28th St. Chicago 16, Illinois 











| 
| 








WANTED: one used 3 ft., ball beater, 
state condition and price. Box C104 


The MANUFACTURING CONFECTIONER. 





WANTED TO BUY: 2 Werner 350 pound 

cream breakers. State condition and 
price. Please give number of machine. 
Box C.-101 The MANUFACTURING CON. 
FECTIONER. 





WANTED: Complete Hollow Mould Outfit 

including Filler and Tumbler, state age, 
condition and lowest price. Box A-3010, 
The MANUFACTURING CONFECTIONER, 
9 S. Clinton St., Chicago 6, Il. 





WANTED: Used Rose Premier or Rose 

LS.T. or Forgrove No. 22 B wrapping 
machines to wrap individual %x1% 
eylindrical piece. Paper used 3%" wide. 
Box A-309, The MANUFACTURING CON- 
FECTIONER, 9 S. Clinton St., Chicago 6, 
ill. 








| MACHINERY FOR SALE 





Enrober, 16” National No. 479. Rent or 
sell. Terms, Milton Investment Co., 5110 
North 35th St., Milwaukee 9, Wis. 





Die Pop Machine and 360 M Paper Sticks 

all for $12. Box A-308, The MANUFAC- 
TURING CONFECTIONER, 9 S. Clinton St., 
Chicago 6, Ill. 


THE MANUFACTURING CONFECTIONER 
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FOR SALE—PIECEMEAL 


EXCELLENT MACHINERY & EQUIPMENT U 


direct from floors of 2 plants 


WASHINGTON COURT HOUSE CANDY (CO. 


Washington Court House, Ohio 


Partial List of Equipment 


HARD CANDY DEPT. 


|—600 Ib. N. E. Continuous Hard Candy Cooker. 

2—Stainless Steel Kettles, 100 gal. cap., used for pre-cooking with 
quick-acting valves, 125 |b. pressure. 

|—Berks Batch Mixer. 

i—Gas Simplex Vacuum Fire Cooker with 2 Kettles, Stove, and 
separate Pump. 

2—Hildreth Form 3 Pullers, motor driven. 

2—Model K K'ss Machines. Batch Rollers—Cooling Tables. 


MOULDING DEPT. 


1—Model A Mogul with 7 Pump Bars, assorted sizes. 
|—Baker Perkins Steamer and Sander. 
9,000 Starch Trays, 14'/2 x 32 x 1%. 


CHOCOLATE COATING DEPT. 


|—2th Mikro Pu'verizer with Hopper. 

|—Liberty 24" Enrobor and Tunnel and individual Freon Cooling 
System. 

|—National 16" Enrober, complete. 

$—300 Ibs. and 500 Ibs. cap. Chocolate Melters. 


MIXING EQUIPMENT 


5—Baker Perkins JNM Mixers, motor driven. 
2—Werner and Pfleiderer 150 gal. Mixers, motor driven. 
1—80 gal. Savage Marshmallow Beater. 








National Equipment Continuous Hard 
Candy Cooker, 690 and 1000 Ibs. 


Act Promptly For 





National Equipment Fully Automatic Type A Wood 
Mogul. 


SPECIALLY PRICED 
FOR QUICK SALE GE 5: Machinery Co. Model K Kiss 








Rebuilt 
Machin Sy 


Established 1912 Qe 


THE BORDEN COMPANY 


Partial List of Equipment 


6—50 gal. Savage Double Action Patent Tilting Kettles, type Fé, 
Copper and Stainless Stee! Kettles. 






3—Savage 150 gal. cap. Single Action Gum Kettles. 


20—Column Water-Cooled Slabs, 4° x 10’, 3’ x 8’, Steel and Stain- 
less Steel. 


20—Dixon Caramel Wrappers, table-type, for wrapping %4" x 3%" 
x YQ". 

4—J. H. Day Jacketed Jumbo Mixers, 10,000 Ibs. cap., with Spiral 
Mixers. 

8—Glass-lined horizontal Glucose Tanks, 20,000 Ibs. cap. 

2—Thomas Mills Reversible Sizers, 24" x 6" Rolls and 30" x 6" Rolls. 

I—Racine Caramel Cutter. 

4—Chocolate Melters 

6—Revolving Pans, 38". 

2—Flow Master Homogenizers, Model MD-800 and Model 400. 

2—Holm auto. Scale Model C. #75 Table-type Weighing and 
Filling Machine, Stainless Steel Hopper. 


Complete Box Plant, S. & S. Top & Bottom Wrappers, Gluers, 
Single & Double Scorers, Corner Stayers, Corner Cutters, Battle 
Creek Wrapper, Trucks, Scales, etc. 





W.apper. 


C hoicest ae See 


@ All equipment must be sold and moved immediately. 
@ Quantities are limited and all offerings are subject to prior sale. 


INSPECTION INVITED: Can Be Arranged By Appointment 


° 
Our Representatives will be on the premises DAILY to show you through the plants 


For information and Full Details Write, Wire or Phone 
Collect to Our NEW YORK OFFICE at CAnal 6-5335 


UNION CONFECTIONERY MACHINERY CO. ,Inc. 


318-22 Lafayette St. 


Sable Address 


Oe). BAS FLO: | 


New York 12, New York 





for March, 1950 
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MACHINERY FOR SALE (cont'd.) 


> 








Depositors. 


Chocolate Kettles. 





RE-BUILT MACHINERY by JOHN WERNER & SONS 
713-729 Lake Ave., Rochester 13, N. Y. 

The following machines are factory re-built by us the original 
manufacturers. All electrical equipment on Werner re-built ma- 
chinery is new. Each machine carries our guarantee. We have 
subject to prior sale the following. 

Peerless Fondant Coolers, all capacities. 

One and Two Cylinder 50” Snow Flake Fondant Beaters. 


Plastic Presses (for filled goods) with new Dies. 
Semi-Automatic Ball Machine Cutters. 











One Rose R.A.F. 500 wrapping machine. 

Completely rebuilt. Box TF-303, The 
MANUFACTURING CONFECTIONER, 9 S. 
Clinton St., Chicago 6, Ill. 





MOREHOUSE HY-R-SPEED MILL. Model 
SS-20, Serial SS-104, 10 hp., used only 
two hours. Ideal for low micron milling 
of seeds or nut meats or for any paste 
work. PRICE $1400. 

THE HARRISON CO., 50 Stone St., New 
York 4, N. Y. 


Two Used Miller Wrapping Machines with 








sheeters, 110 volt, 60 cycle motors, 
priced low for quick sale. Write for par- 
ticulars. Box A-302, The MANUFACTUR- 
ING CONFECTIONER. 9 S. Clinton St., 
Chicago 6, Ill. 





SPARKLER FILTER, Portable, Model CD-18, 

mild steel, 1000 gal. per hour, equipped 
with positive pump and compressor. Like 
new, used only several hours for filtering 
edible oil. PRICE $950.00. 


ee 


We have the following surplus equip 
ment for sale: 

4 Model K Kiss Wrappers in good mp. 
ning condition. $800.00 each. 

1 complete Mint Department Complete 
in Every Detail. Capacity of 1200 pounds 
per hour. Consisting of 1 6 Roll Thomas 
Mills Mint Cutter with water cooled rolls, 
extra set of rolls, approximately 4409 
trays, 33 Dollies for trays, 7 Mills water 
Cooled Tables, 2 100 pound capacity 
Pullers, 4 Special Mint Cookers complete 
with copper kettles, One complete mint 
breaking unit consisting of a series of Syn. 
tron vibrators that insures every mint 
being single, loading hopper and Syntron 
vibrator packer. This department is com- 
plete in the most minute detail and has 
been acknowledged by experts to be the 
finest in point of low labor costs. Inspec. 
tion invited. General Confections, Inc., 
Hillsdale, New Jersey. 








One 24” Greer Bottomer attachment com- 

plete with detailing rod motor—prac 
tically new—purchased 1948—used very 
little. Ome Reed Beater complete with 
motor, 80 quart bow] and one wire whip. 
In good condition. AWFUL FRESH Mac 
FARLANE, 1130 West Washington Blvd, 
Los Angeles 15, Calif. 








Confectioner’s Briefs 


(Continued from page 55) 


commentary by G. S. Doolin, NCA sanitation di- 
rector. Other talks were “Sanitary Design of Food 
Processing Machinery” by Dr. Harold Link, Food 
Machinery Corp., San Jose, Calif.; “Control of Pea- 
nut, Nutmeat, and Cocoa Bean Infestation in Equip- 
ment” by M. John Peterson, Dow Chemical Co., 
Midland, Mich.; and “Modern Sanitary Practices in 
The Food Industry” by M. E. Parker, Food Tech- 
nology Div., Illinois Institute of Technology. 


@ Shotwell Manufacturing Co.: Reincke, Meyer 
& Finn, Inc., Chicago, has been appointed advertis- 
ing counsel for the Shotwell Manufacturing Co., 
announces Paul Flum, Shotwell advertising and 
sales promotion manager. Promotion of “Puritan 
Marshmallows” in the new cello-wrapped “Family 
Pack” is included in the immediate advertising and 
merchandising activities. 


@ Elinor Ross: Mrs. Elinor Ross, 42, known as 
Chicago’s “Candy Shop Seeress,” died recently. 
Mrs. Ross predicted in 1928 that in 1932 a man 
named Roosevelt would be elected U.S. president. 
She predicted three years before Pearl Harbor that 
the U.S. would go to war late in 1941. Mrs. Ross 
owned a candy store on the West Side of Chicago. 


@ Mary Lee Candies, Inc.: A quarterly dividend of 
13 3/4 cents a share on cumulative convertible pre- 
ferred stock, payable February 24 to record of Feb- 
ruary 15, is announced. 


@ Deran Confectionery Co.: To promote their “My 


Baby” candy bars, the Deran Confectionery Co., 
Cambridge, Mass., has begun sponsoring the “Unk 
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*n Andy television show, carried weekly over WBZ- 
TV, Boston. 


@ Baehr-Wolf Co.: Fred Baehr and Frank Wolf 
are operating a brokerage business, representing 
several manufacturers of the raw materials used by 
the confectionery, bakery and ice cream trade. Their 
offices are located in the Philadelphia area and will 
cover Pennsylvania, Baltimore, and Washington. 
Both were formerly associated with the Wilbur-Su- 
chard Chocolate Co. Inc. 


@ NCWA Annual Meeting: Governmental affairs 
concerning the wholesaler, research projects aimed 
to help the candy jobber, the 1950 National Candy 
Wholesalers Ass’n convention, Sweetest Day were 
among subjects discussed at the recent annual 
Winter meeting of the NCWA board of directors 
in Chicago’s Palmer House. 

Upon recommendation of the NCWA _ govern- 
mental affairs committee, M. J. Herrick, Chairman, 
the board approved plans for a trade practice com- 
mittee, in line with suggestions developed in a con- 
ference with members of the staff of the Federal 
Trade Commission. Also approved is a continuing 
study through legal counsel of ways and means ol 
modifying existing regulations under the federal 
Food and Drug Act with respect to the sale of bulk 
candy by retailers. 

Other plans approved include: 

1.—Conducting a seminar on the new Wage-Hour 
law and on Fair Trade at the NCWA convention 
May 31-June 3. 

2.—Cooperation with the National Council for the 
promotion of Sweetest Day and opening of the 
campaign at the annual NCWA convention. 

3.—Recommendations for production by NCWA 
of a poster on proper warehouSing of candy, particu- 
larly in regard to sanitation, for distribution to 
members of the industry. 


THE MANUFACTURING CONFECTIONER 
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New England States 


So. Atlantic States (cont'd) 


East No.Central States(contd.) 


East So. Central States 





JESSE C. LESSE CO. 


Confectionery 
Office and 
161 Massachusetts Ave. 
BOSTON 15, MASS. 
Territory: New England 





Middle Atlantic States 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORE 
Terr.: New York State 








IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 
Terr.: Pennsylvania, excluding 
city of Philadelphia 





JAMES A BRADY CO. 

1018 Monsey Avenue 
SCRANTON 9, PENN. 
Phone 2-8658 
Concentrated coverage of i the 
candy and food trade in N. E. 
Pennc. ‘The Anthracite” 





ARKANS & ROACH 
607 Drexel Bldg. 
PHILADELPHIA 6, PENN. 


Specializinc—Food Trade, Chains 
Super Markets 


Terr: Philadelphia & Eastern Penn. 





THOMAS M. BRATTON & CO. 
220 Delaware Ave. 
BUFFALO, NEW YORK 
Covers New York State 
Candy & confections 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 

Cover conf. & groc. jobbers, chains, 


dept. stores, food distrs. 
. Pa., W. Va., & E. Ohio 





ENVOY SALES COMPANY 
280 Madison Avenue 
YORK 16, N. Y. 

Murry Hill 4-1140 
Covering Jobbers, Department 
Stores, Grocery and Variety Chains, 

and Buying Offices. 

Terr: New York & New Jersey 








CARL H. HUNSICKER 
6261 Magnolia St. 
ELPHIA 44, PENN. 
Candy Broker covering 
Philadelphia, Baltimore, Md. 
Washington, D.C. 








South Atlantic States 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 


ATLANTA 3, GEORGIA 
Terr.: Ga., Ala., and Fla. 








HUBERT BROKERAGE CO. 


Candy and Allied Lines 
3 Salesmen 

Offices & Display 

210-211 Candle: 


Rooms 
Bldg. 


ATLANTA, GEORGIA 
Florida, Georgia and Ala- 
bama for 20 years 


Terr.: 


for March, 1950 





ROBERT L. MITCHELL, JR. & CO. 
1221—12th Avenue 
HICKORY, NO. CAR. 
Manufacturers’ Representative 
Candy & Specialty Items 
Terr: North & South Carolina 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 
Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 


WM. E. HARRELSON 
Manufacturers’ Representatives 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ Representative 
P. O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 


Terr.: No. & So. Carolina. 
Over 25 years in area 





BUSKELL BROKERAGE CO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 


Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





W. M. (BILL) WALLACE 
Candy and Specialty Items 
P. O. Box 472—111 R Bldg. 
DECATUR, GEORGIA 
Terr: Ga. & Fila. 
Thorough Coverage 





HURD-MORELAND CO. 
Moreland, Kentucky 
Sales Representation Candy bars, 
Specialties 


Terr: Kentucky, East Tennessee 





JOHN T. SOX CO. 
Box 605 


COLUMBIA, 8. C. 
Manufacturer's Representatives 
Have been representative for 17 
years in the states of South end 
North Carolina 





O. W. DAVIS BROKERAGE CO. 
P. O. Box 1204 
CHATTANOOGA, TENN. 


Candy & Specialties 
Complete coverage in Tenn. & Ala. 


JOHN E. SMITH 
Thorough Coverage Indiana Jobbers 
Chain Store Merchandising 

ur Speciaity 

1428 N. Pennsylvania St., 
Tel. coln 37) 
INDIANAPOLIS 2, INDIANA 


Room 203 





ROGER ETTLINGER 
Phone Townsend 8-5319 
16525 Woodward Ave. 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always 
—And All Ways” 
Terr.: Michigan, Estab. Since 1932 


R. HENRY TAYLOR 
Candy Broker 
Box 1456—Phone 4-2763 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





PAUL JOHNSON AND CO. 
Manufacturers’ Representatives 
Day Phone 1—Night Phone 2420 

Box 270 
VILLE, KY. 
Candy, Com, Cookies, Cigars, 


alty Items 
= See and Tenn. 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





— B. HIRSCH 
Wisconsin Ave. 
sanumuaians 2, WISCONSIN 
Terr.: Wis., Je. Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





McCormick 
Phone Brookfield 9691 
Chicago suburb 


HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





G. W. McDERMOTT 
100 North R ond St.—Phone 382 
WISCONSIN 


Terr.: Wisc. & Upper Mich.—covered 
every five weeks. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 


We specialize in cigars, candies 
specialties and novelties 





R. L. YATES 
15060 Stee] Ave., 
DETROIT 27, MICH. 
Terr: Michigan only 
Phone VE 8 1126 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAROLINA 
Terr: Tenn., Virginia, N. Carolina, 
S. Carolina 





East No. Central States 





Cc. H. THOMPSON 


1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 
Terr.: Michigan including Detroit 





H. K, BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
Wisconsin 


25 years in the Candy Business 





ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 

14, OHIO 

Ohio. Member Nat'l, 
Salesmen Ass'n. 

Buckeye Candy Club 


Terr.: 


Conf. 





J. L. FARRINGER CO. 
FRANELIN, TENNESSEE 


Established 1924 
Territory: Tenn., Ky., and W. Va. 


3 Salesmen covering territory 





West No. Central States 





GEORGE BRYAN 
BROKERAGE CO. 
306 Walnut Bldg. 
DES MOINES 3, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 


wholesale grocery, chain store 
trade in central, eastern lowa 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 


MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 





GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 
We specialize in candy and 


novelties. 
Terr.: Mo., Ill., and Kan. 





O. W. TAYLOR BROKERAGE CO. 
McGREGOR, IOWA 


Cover confectionery & grocery 

jobbers, chain-Dept. stores, Food 

Dist. Nebraska, Iowa, Minnesota, 
Wisconsin. 





West So. Central States 





GENERAL BROKERAGE CO. 
539 Tchoupitoulas St. 
NEW ORLEANS 4, LA. 

New Lines Desired 


Complete coverage in Louisiana 

and Litesicsippi of candy manufac- 

turers, jobbers, and wholesale 
grocers. 





page 69 











West So. Central States (cont'd) Mountain States (cont'd) 


——_ 


Pacific States (cont'd) Pacific States {cont'd} 





H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 
Terr.: Tex., N. Mex., and Ariz. 


JERRY HIRSCH 


Manufacturers’ Representative 
Candy an Re yd Items 
4t t 


ons ARIZONA 





Paso, Texas 


WM. E. MIRACLE COMPANY 


Territory: Arizona, New Mexico, 
& El 





301 No. Market St. 
DALLAS, TEXAS 
Territory: Texas & Oklahoma 


FRANK X. SCHILLING 


416—Phone 2-3540 


BUTTE, MONTANA 


Complete coverage of Montana, 
I o, and Wyoming. 





W. S. STOKES 
Broker & Agent 
BATESVILLE, ARKANSAS 


Confectionery and Novelty Items 
Box 





Candy - Novelties - Specialties 


Terr.: Arkansas—Accounts solicited 
New Mexico—Arizona El Paso 
unty Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 





Mountain States 





super-markets and 
CAMERON SALES COMPANY | *°"°s- 
5701 East Sixth Ave. 
DENVER 7, COLORADO 
Candies and Allied Lines 
Terr.: 7 coy Idaho, Utah, 


business. 


G & Z BROKERAGE COMPANY 


Personal service to 183 jobbers, 
department 
Backed by 26 years ex- 
perience in the confectionery field. 
We call on every account personally 
every six weeks. Candy is our 





Pacific States 








MAYCOCK BROKERAGE CoO. 
573 West 2nd South 
SALT LAKE CITY, UTAH 


An eight man organization repre- 
senting manufacturers for 76 con- 
fectionery, tobacco, drug and gro- 
cery ‘obbers in Utah- Idaho territory. 


302 Terminal Sales Building 
SEATTLE, WASH. 





Over 20 years in this area 


GEORGE R. STEVENSON CO. 





Territory: Wash., Ore., Ida., ween. 


———__ 


CARTER & CARTER MALCOLM S. CLARK CO, 
1487'Z Valencia St. 


Confectionery Mfr’s Agents No. Cal.; Nev.; & Hawaii 
Established with Industry since 190! 
Connecticut St. SAN FRANCISCO 10, CALIF 
923 E. Third St.—Southern Califomig 


Phone: Main 7852 
LOS ANGELES 13, CALIF. 
SEATTLE, WASHINGTON Terminal Sales Bldg. 


Terr.: Wash., Ore., Utah, Ida., Wash., N. Idaho 


Mont., Nev., Wyo. 
es SEATTLE 1, WASH. 
903 Park Road 
Ariz., New Mex., W. Texas 


EL PASO, TEXAS 





BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 


rs eno, Nev., 





JIM O’ROURKE 
9111 Hillrose St., 
SUNLAND, CALIFORNIA 


(Suburban to Los Ancaeles 
terr: California & Arizona 


Terr.: Calif., R 
Hawaiian Islands 








J. RAY FRY & ASSOCIATES 
420 Market St.—Phone Garfield 7690 
SAN FRANCISCO, CALIF. 


Terr.: Calif., Ore., Wash., Mont., 
Ida., Utah, Wyo., Nev., Ariz. 


L LIBERMAN 
SEATTLE 22, WASHINGGTON 
Manufacturers’ Representative 

1705S Belmont Avenue 


Terr.: Wash., Ore., Mont., Ida., 
Utah, Wyo. 








CHARLES HANSHER 
459 N. Western Ave. 


LOS ANGELES 4, CALIFORNIA 


Personal contacts with chains, job- 
bers, syndicates & dept. stores 
Terr: California, Nevada, Ariz. 


HARRY N. NELSON CO. 
112 Market St. 

SAN FRANCISCO 11, CALIF. 
Established 1906 

Sell Wholesale Trade Only 

Terr.: Eleven Western States 





RALPH W. UNGER 
GENE ALCORN & CO. 923 East 3rd Street 


LOS ANGELES 21, CALIFO RNIA eee eee et 
7 LOS ANGELES, CALIFORNIA 


383 Brannan ae Terr.: Calif., Ariz., N. Mez., 


SAN FRANCISCO 7, 
Territory: State of California | West Tex., Nev. 








Confectioner’s Briefs 


(Continued from page 68) 


@ Yensel Candy Co.: The Charles Leahy Sales 
Corp., San Mateo, Calif., has been appointed to 
handle the Yensel Candy Co’s. lines in Northern 
California. The Yensel firm, headed by Richard 
Yensel and his wife, had previously limited its dis- 
tribution to the Los Angeles area. The firm is lo- 
cated at 115 So. Bixel Street, Los Angeles. 


@ Carroll Parker Products Co.: A. C. Carrington, 
formerly general manager of Miss Saylor’s Choco- 
lates, Inc., recently purchased the factory of Carroll 
Parker Products Co. The Carroll Parker Plant spe- 
cialized in boxed chocolates, an item on which Mr. 
Carrington resumes production. In addition, he 
plans to put out a line of bulk goods. 


@ Miss Saylor‘s Chocolates, Inc.: Newest product 
in the hard candy line of Miss Saylor’s Chocolates, 
Inc., Alameda, Calif., is ““Flavor-Ets.” It is an as- 
sortment of five flavors: rum and butter, butter 
mint, licorice, coffee, and wild cherry. Individual 
pieces are foil wrapped and the assortment is packed 
in 8-oz. tins, which retail at 45 cents. 


@ Sierra Candy Co.: Tom S. Swan, sales manager, 
of Sierra Candy Co. has just returned from an ex- 


page 70 


tensive six weeks tour of Pacific Coast states. Mr. 
Swan reports that the trade in general is most op- 
timistic regarding business conditions and is look- 
ing forward to an excellent year in sales. 


@ Western Confectioners: Western Confectioners 
and allied trades will hold their 1950 conference in 
Los Angeles’ Hotel Biltmore, April 17-18, an- 
nounces Lowell T. Tjaden, Chase Candy Co., San 
Jose, Calif., who is general chairman. Clarence 
Matheis, of Bishop & Co., and Warren Watkins, of 
Warren Watkins Industries, both of Los Angeles, 
are named co-chairmen. 


@ Firmenich & Co.: Charles C. Bryan, resident 
partner of Firmenich & Co., announces the appoint- 
ment of Dr. Victor J. Oswald as technical director 
of the firm’s Canadian subsidiary; Carameed, Ltd. 
Toronto. Dr. Oswald, until recently was associated 
with Stafford Industries, Ltd., Toronto. 


@ Sun-Maid Raisin Growers of California: A new 
prewrapped package, containing six 5-cent boxes 
of Sun-Maid Raisins, has been announced by the 
Sun-Maid Rasin Growers of California and H. J. 
Heinz Co., sole distributors of the product. The 
new container was designed primarily for sale in 
self-service stores as a confection, based on the 
fact that many stores are reporting increased candy 
sales running between one and two per cent of their 
gross volume. 
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| Confectionately Yours 


OOOUNTONSERELATbGNEE:. 





a" Detective Dept.: Capture 
of four dangerous criminals is 
credited to Williamson Candy Com- 
pany’s Sunday afternoon radio pro- 
gram “True Detective Mysteries,” 

since the program’s debut March 3, 
1946, states Mutual Broadcasting Sys- 
tem. Heard over 503 MBS affiliates, 
the “Oh Henry” show is among the 
top three weekend daytime programs. 
Presentation of a “police lineup,” 
which describes a fugitive from jus- 
tice and asks listeners to help locate 
the criminal for a $1,000 reward, is 


a feature. 
se ab * 


—": SWEET ON WHOM: Candy 
salegirls at Blum’s Hollywood 
shop know before the columnists what 
movie star is courting what movie 
star. Clark Gable, for example, was 
ordering a $35 box of candy every 
week before his marriage to Lady 
Sylvia Stanley. Asking for a certain 
actress’ favorite candy is another tip- 
off. And when an actor switches to 
larger assortments, he’s getting more 
serious. “Columnists keep proposi- 
tioning us,” says Fred Levy, Blum’s 
president, “but our ethics are as high 
as a doctor’s. We don’t tell a thing— 
until after it’s in the papers.” 
oF ae * 


ae MIX: The first candy from 
Israel—chocolate squares and 
bars—is being offered at Macy’s. ... 
“Rice curls” are a new snack de- 
veloped by the Dept. of Agriculture. 

. Chocolate covered sardines and 


codfish are being manufactured in 
Florida. 





cently by National Peanut Council. Bath- 
ing suit is made of peanut fiber per- 
fected by government scientists. 


for March, 1950 





“Aluminum Cooking Utensil Co. ............ 43 
“Ambrosia Chocolate Co. ..............cccc0000 52 
*American Food Laboratories, Inc. Feb. ‘50 
“American Machine & Foundry Co. ........ 63 
American Paper Goods Co. .......... Feb. ‘50 
* Anheuser-Busch, Inc. ...................... Nov. ‘49 
* ONE Be Dy ccisescicaosonescrsgeansecoceonsnesepncsase 24 
“TR, Gai IE. ai teicerencssreriasncccicnes ste 47 
Associated Bag & Apron Co. ........ Jan. ‘50 
Avenex Corp., The .............cc:cceeseee Jan. ‘50 
Baker, Walter Chocolate and Cocoa 
Div. of General Foods Corp. ............ 13 
*Baywood Manufacturing Co. ................ 53 
SF I ie BI Sai tasecnscevecetsesincsvoutir 53 
Blanke-Baer Ext. Preserving Co. ....Jan. ‘50 
IIS TI accccssccccotstetacsicccrossinbeccane 39 
*Brown Instrument Co. ...................... Dec, ‘49 
“Burke Products Company ............. Feb. ‘50 
PRD TRS TI ecco cccsescccscnsiccsicccsicessnss 3 


“California Almond Growers Exchange 14 
“California Fruit Growers Exchange.... 


siintertaaiilanbbtta de tladalsadincmisiesiinsensensen ll, 17, 37 
“Carle & Montanari, S.A. ......................-. 4l 
eS Sept. ‘AS 
“Chocolate Spraying Co. ............c:ssssssese 51 
Cincinnati Aluminum Mould Co. ....Jan. ‘50 
“Cito Fete, BiG. .n.ceccccccgssescceeses Feb. ‘50 
“Confection Machine Sales Co. ............ 52 
Corn Products Co., Ime. 2..........ccccseseeeeeee 38 
*Currie Manufacturing Co. ............ Feb. ‘50 
*Davis & Company ..................000 Nov, “49 
*Dayton Specialty Co. .................... Oct. “49 
Detecto Scales, Inc. ..............-.:-000+8 Feb. ‘50 
“Diamond Cellophane Products .............. 66 
“Bete 6. GaeT, BG ...ccccceccccesccccccccsosseces 6 
SI TINE GIN oisctscocscncsncocnssnnetnasidonte 61 
SI FE TIE, Nahecntncadehietnczshoscsjncsbatciniedonic 48 
“Durkee Famous Foods, Div. of 

IY INS Sins sata ncsnictiocetiene dnd Cover 
*Economy Equipment Co. .............0.000+ 54 
“Felton Chemical Co. ............000 Sept. ‘49 
PUN anise cscemanitencchiiivieeniboasbetibe 62 
*Florasynth Laboratories, Inc. ...... Sept. ‘49 
| EI: Nov. 49 
“Fritzsche Brothers, Inc. ..................::.000000 4 
General Mills, Inc., Special 

Commodities Div., ..................... Jan. ‘50 
*Givaudan Flavors, Inc. ................ Feb. ‘50 
“Glidden Company ....................... 2nd Cover 
>» 2 4 —\ “Ci SAS omer muebel 15 
*Hayssen Mig. Company ......................... 60 
Heekin Can Co., The ...................... Feb. ‘50 
Hildreth Pulling Machine Co. ................ 9 
*Hooton Chocolate Co., The .......... Feb. ‘50 
“Hubinger Co., The .................c00000- Nov. ‘49 
~ sk + IIRC 65 
— 4 oS RSESRECEESES Seecenees se 64 
*Kohnstamm, H. & Co., Inc. ................ 21, 22 
“Lamont, Corliss & Co. ............:ccccsccsssesssess 50 
Land O'Lakes Creameries, Inc. ....Feb. ‘50 
*Lehman Company. Inc.. J. M. ........ Jan. ‘50 
“Lueders & Co., George ................... Feb. ‘50 
Lynch Corporation Package 

Machine Division ........................ Feb. ‘50 





INDEX 


“Magnus, Mabee & Reynard, Inc. Feb. ‘50 


“Merckens Chocolate Co.., Inc. ................ 42 
Miller Wrapping & Sealing 

ERR SS a AIA ater te 58 
“Mill River Tool Co. .............cccccccseeeee Jan. ‘50 
*Mills & Bro., Inc., Thos. ................ Sept. “49 
“Minneapolis Honeywell Regulator Co. 
sconbuavesannndeibenbinigttintabasaieaaaisuhaniios Dec. “49 
“National Equipment Corp. ................ 18, 19 
“National Food Products Co. ................0.0+ 54 
“National Sugar Refining Co. 





*Neumann-Buslee & Wolfe, Inc. .............. 50 
*Norda Essential Oil and Chemical Co.. 
RS es eS 4th Cover 
*Nulomoline Company, The ............ Sept. ‘49 
*Oakite Products, Inc. ............ccccccemeeeeee 5S 
*Package Machinery Company ............... 56 
Paisley Products, Inc. ...........-..-sssessee 59 
Paradise Fruit Company. Inc. ........ Jan. ‘50 
*Penick & Ford, Lid., Inc. .............-c-eese 54 
*Peter Partition Corp. ........-..--::s9« Feb. ‘50 
*Pfizer & Co., Inc., Chas. ............ 3rd Cover 
*Phillips Co., Inc., Charles R. ..........-..+ 8 
*Pitt & Sons Co., The C. M. ............ Jan. ‘50 
Polak’s Frutal Works, Inc. ............ Feb. ‘50 
*Preferred Milk Products. Inc. ........ Dec. ‘49 
Quaker Oats Co., The ..........-..:-00+ Jan. ‘50 
“Racine Confectioners Machinery Co....... 36 
*Riegel Paper Co. .........--.ccccssereees Feb. ‘50 
*Ross & Rowe Inc. ............cceeceesserseeneenenee 51 
“Barvaage Bees. Co. .......0.-.c-rceeceorerccserenseossres 45 
*Robert E. Savage Company .......... Jan. ‘50 
*Seneff-Herr Co., Inc. ......-....ccceeeceeeeeeeeeee 49 
a, TOI on cccessscossereseccsesveesccccenseresne 7 
*Solvay Sales Division, Allied 
" Chemical & Dye Corp. .......-..ccsecsess0s: 16 
*Bpees COMAPGRY  ....-.0c.ccecccscccssccsssessesseceees 40 
*Staley Mig. Co.. A. E.. .........:.ss02e00 Nov. “49 
*Standard Casing Co., Inc. ..........cc.00-+ 48 
*Stehling Co., Chas. H. ...............00+ Jan. ‘50 
Sugar Information, Inc. ................. Feb. ‘50 
"Sweetnam, Geo. H.., Inc. ................ Feb. ‘50 
| ee ee ES Feb. ‘50 
Ne i ccccnneibasonsialiginare 64 
*Union - ongaenaesantans Machinery 
RG RE See Rita a 67 
Union Starch & Refining Co. ................ 12 
*Universal-Engel Paper Box Co.....Sept. ‘49 
“Vacuum Candy Machinery Co. ............ 36 
“Voorhees Rubber Mfg. Co.. Inc. .............. 50 
*Voss Belting & Specialty Co. ...... Feb. ‘50 
“Warfield Chocolate Co. ..............cccccecceeeeee 48 
*Weinman Brothers, Inc. ........................ 65 
*Werner, John & Sons, Inc. ................ 20, 25 
“W-E-R Ribbon Corp. ................cccccseeseeeees 48 
Western Confectionery Salesmen’s 
NEES SES Ce ee Jan. ‘50 
“Whitson Products Div. of the Borden 
EES Cee vee ae aes 35 
“Witt ier Machi eee Oct. ‘48 





*For Detailed Reference Data, See The “Purchasing Executives’ Number” for September 1949 
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Candy Presstime News 





@ Court House Candy Co.: Transfer of all manu- 
facturing operations of Court House Candy Co., 
Washington Court House, Ohio, to Chicago, is an- 
nounced by Sam Shankman, executive vice-presi- 
dent in charge of operations for Leaf Brands, Inc. 
Leaf will continue to produce and merchandise the 
Court House products. 


FRED R. NYE, leit, is named 
general sales manager of 
Miller & Hollis, Inc., an- 
nounces George C. Miller. 
president. Mr. Nye formerly 
was New England sales man- 
ager and products 
for H. J. Heinz Co. 








®@ Associated Retail Confectioners: Headquarters 
of the ARC have been moved to 221 N. La Salle St., 
Chicago 1, announces Wm. D. Blatner, secretary. 
ARC had previously been located at 35 E. Wacker 
Drive for 25 years. 


@ New England Manufacturing Confectioners 
Ass’n: The Association held a general meeting at 
Schrafft’s Restaurant, 16 West Street, Boston, 
Mass., recently. Dr. Allen A. Stockdale, staff speak- 
er of the National Association of. Manufacturers, 
gave the address of the evening. 


® AACT to Meet in St. Louis: Tape recorded 
“talks” by industry experts on sanitation and choc- 
olate will highlight a meeting of the American Ass’n 
of Candy Technologists in St. Louis’ Chase Hotel 
March 27, at 12:30 p.m., announces Hans F. Dresel, 
AACT secretary. Mr. Dresel will also report on 
association activities. 


© Paul M. Hershey: I’. M. Hershey, vice-president 
and sales manager of the chocolate division of the 
Warfield Co., died of a heart attack recently while 
on vacation in Florida. Mr. Hershey had been 
associated with the firm since 1920. 


@ Mason, Au & Magenheimer Conf. Mfg. Co.: B. A. 
Fowler is named Midwestern sales manager for 
Mason. Mr. Fowler has entire charge over all sales 
activities for Mason in Illinois, Michigan, Wiscon- 
sin, Minnesota, North and South Dakota, Indiana, 
Iowa, Nebraska, and Kansas. He formerly was with 
Melster Candies, Inc., Cambridge, Wis. 


@ Package Machinery Co.: The following members 
of Package Machinery’s staff will be in attendance 
at the packaging exposition in Chicago April 24-27: 
G. A. Mohlman, R. L. Putnam, Tom Miller, Harold 
Mosedale, C. E. Palmer, Ed Buck, Otto Halbach, 
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J. R. Tindal, E. G. Westervelt, George Quisenberry, 
E. A. Hjelm, L. A. Curtis, T. Russell, W. H. Keil, 
C. R. Strehlau, L. E. Evans, George Woody, J. J. 
Kelly, R. S. Lyons, J. R. Phin, S. R. Phin, Harry 
Hoskins, E. A. Wagner, Fred Todt, Hugo Schoener. 
In operation will be: “Tray-Lock Model A” setup 
machine, the new Palmer carton-closing machine, 
and the “FA” wrapping machine. 


@ Cardinet Candy Co.: George and Emil Cardinet 
announce the purchase of a lot adjoining their plant 
at Market and 21st streets. The property, having 
an area of 17,000 sq. ft., was acquired to provide a 
site for an addition to the factory. 


@ Golden West Candy Club: A. E. Brainard, presi- 
dent of the Golden West Candy Club, San Fran- 
cisco, has appointed committees to serve for 1950 
as follows: 

Finance: Claude Chaplin, chairman; A. E. Brainard, Harry 
N. Nelson Co., Inc.; Frank Duffy, George A. Kiepe & Sons. 

Membership Attendance: James Mutz, Ralph L. Mutz Co, 
chairman; Ray McGurk, A. S. Jaffe Co.; Edw. Riffle, Gene 
Alcorn & Co.; Melvin Sherman, Max Sherman Co. 

Publicity: Wm. A. Ross, Wittenburg-Ross, chairman; Hal 
Ettinger, Jean Bart Co.; Karl E. Nielsen, Robert A. Johnson 
Co. 

Education—Entertainment: Clyde Sutton, Bishop & (Co, 
chairman; Richard Adams, American Chicle Co.; Jack Kap- 
lan, Universal Match Co.; Chas. Guilder, Luden’s; Robt. Sheri- 
dan, Thomas J. Sheridan Co. 

Credit: Malcolm S. Clark, Malcolm S. Clark Co., chairman; 
Herbert C. McClean, New England Confectionery Co.; Jack 
Garrett, Euclid Candy Co. of California, Inc.; George Baker, 
D. Ghirardelli Chocolate Co. 


Prestige: Max Sherman, Max Sherman Co., chairman; Ralph 
L. Mutz, Ralph L. Mutz Co.; W. A. Ross, Wittenburg-Ross 
Co.; Thos. J. Sheridan, Thos. J. Sheridan Co. 

Clyde Sutton is named general chairman of the 
ladies’ night program for April 22. 





NEW NEECO PACKAGES for assorted candies are announced by 

New England Confectionery Co. Colors differ for each assortment 

but design is basically the same. Prominent display of brand 
name and candy are stressed. 
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inson as : : 
P . + Sa ress SALEs are built on anticipation of re- 
S ee. membered mouth-watering tang. 


Kap- 
= Pfizer Citric Acid balances the sweetness of 
nam; cae a = sugar and enhances characteristic flavor. This 
— . : ‘ natural fruit acid adds a tartness to fruit flavors 

that makes the first piece of eandy a hard-to- 


mui % . ie F 4 resist temptation to eat more. 
Oss : ‘ * 


, - From a technical viewpoint, the ready solu- 
the be. * . - _ bility of Pfizer Citric Acid will speed production 

= a and its high quality guarantees even acidula- 
tion from batch to batch. 


Pfizer Citric Acid is available in the U.S.P. 
grade and as Anhydrous Citric Acid. Write to- 
day for further details and prices. Chas. Pfizer 
& Co., Inc., 630 Flushing Avenue, Brooklyn 6, 
N.Y.; 425 North Michigan Avenue, Chicago 11, 
Ill.; 605 Third Street, San Francisco 7, Calif. 
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Manufacturing Chemists fo for over 100 ears 








Chances are,when you try it , you'll steadily get 


NORDA BUTTERSCOTCH flavor 


what do you bet ° 


Try Norda Butterscotch Flavor be- 
fore you choose the butterscotch 
you plan to use. Almost always, a 
try is a buy. You'll taste the differ- 
ence your customers like. This but- 
terscotch really makes sales. 


Maybe Norda Butterscotch is pre- 
ferred because it has real butter 
goodness. The extratfutter gives it 
remarkable body, and a smooth, 
uniformly rich texture. 








AN 


! 


Improve your pie fillings, pud- 
dings, mixes, syrups, and ice cream © 
powders with Norda Butterscotch, 
pure and imitation. Both liquid 7 
and powder forms are Norda- 
guarded for quality. 


Send for free samples . . . make 7 
your own rigid tests. Get Norda | 
Flavor Catalogue, too. Send today. © 


Norda Butterscotch .. . : 
Another “Favorite to Flavor It” — 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West.26th Street, New York 1, N. Y. 


CHICAGO + LOS ANGELES + ST.PAUL * MONTREAL » TORONTO + HAVANA + MEXICOCITY + LONDON + P 








